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Your magazine is always interest- 
ing and helpful to me. This is a 
day and age when every hardware 
merchant must keep posted as to 
what is taking place if he hopes to 
be one of the survivors. He must 
know what to do at all times to meet 
the new and ever-increasing compe- 
tition. HARDWARE AGE is doing its 
share to impress this upon every 
merchant. Keep it up. 

Yours very truly, 
(Signed) M. A. JENSEN, 
Jensen-Price Hardware Co., 
Niles, Ohio. 
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He Had to Go Broke to Find Out! 


This Dealer Learned Too Late 
The Secret of Modern Storekeeping 





was realized. Keep 





EAD this story of 
R: former Hibbard- 

Spencer-Bartlett & 
Co. salesman, a capable, 
intelligent man....a 
good hardware man. 
He went “on the rocks” 
last month. He had an 


in mind the fact that 
this sale was adver- 
tised. A lot of goods 
were brought in from 
local jobbers, marked 
up, and included in the 
sale to keep the stock 














excellent hardware 
store, a beautifully bal- 
anced stock ... in a 
good location, in 
prosperous City. 
But his idea of “tend- 

ing to business” was to sit at his desk at the 
back of the store for nine hours a day and 
do the “buying”, posting his books, or writ- 
ing a letter...taking care of work that a 
clerk could be doing much better. 


a s—"", 


His idea of “selling was to have a clerk 
“wait on” customers who came in. Unfor- 
tunately, he was one of those who believe 
that “advertising” is an expense ...a “neces- 
sary evil.” He couldn't realize that adver- 
tising CREATES business. His idea of 
advertising was to run an ad about 2 inches 
square in his local newspaper on Mondays 
and Wednesdays or take a half page ad in 
phamplets of the Ladies’ Aid, the Y.M.C.A. 
or the Cemetery Association, and _ state 
simply that he was in the “hardware busi- 
ness.” 

The thought of putting on a sale or broad- 
casting special prices as inducements for the 
customers to come into his store never oc- 
curred to him. 


Last month he failed. A sale was adver- 
tised to close out his stock. The goods were 
marked down to 20% above cost. This was 
lower than necessary as it developed. 


Now comes the astonishing part! People 
flocked to his store to attend the sale. Ap- 
proximately $6000 worth of merchandise 
was sold the first week ... over $1200 profit 








balanced. They are go- 
ing to sell much more 
hardware than he had 
in stock, and they are 
going to do it in a 
short time. 

The irony of the whole thing was that this 
man had to fail before he realized what ad- 
vertising could do for him. 

He discovered another thing. The man con- 
ducting the sale took the counters out and 
converted the store into two aisles. A price 
tag was put on every article in the store. 
The customers were allowed to go behind the 
counters and pick out their goods. The 
women took the things off the shelves and 
handed them to the cashier with the money, 
and no time was involved in the selling of 
the merchandise. 

This dealer probably doesn't realize yet what 
happened. 

But if he had only observed modern mer- 
chandising methods...if he had displayed 
his merchandise on tables...if he had of- 
fered a few real bargains to get people into 
his store ...if he advertised the fact, there 
is no doubt in the world but what he could 
today be doing a substantial, profitable busi- 
ness. 

It is seldom that you will find a better posted 
hardware man or a better assorted stock or a 
better looking store with as little over-stock 
as this man had, and yet he failed. There 
was one reason and only one reason for it. 
The consumer of today has learned to expect 
modern business methods. Woe to the dealer 
who doesn’t give the people what they want. 
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TRADE ie WINDS 


By Clew S. Soule 








An Open Door to Profit 


BOUT two years ago a young German boy arrived 
in this country. He had only a few dollars in his 
pocket and no selling experience. He could speak 

only a few words of our language. For more than a 
year he worked at day labor, then he took a job, selling 
brushes from door to door on a commission basis. 


Last week his commissions amounted to eighty-eight 
dollars, for five days of canvassing. His sales were 
made in a district adequately supplied with retail stores 
which carry brushes. He speaks very little English, and 
that brokenly. The district in which his sales were made 
is an ordinary American community where English is 
the mother tongue. 


We asked this boy if he found it difficult to sell by 
the door-to-door method. “No,” he said, “I do not talk 
very well, English; I just show the goods and say ‘these 
very good brushes,” and they buy.” 


Very little salesmanship involved; a handicap of lan- 
guage; an obstacle of price, since brushes of equal or 
better quality are sold by retail stores for less money. 
What is the answer? He goes out after business and 
gets it, easily. The local retail merchants in that district 
wait for business to come in, and only a small proportion 
of it actually comes. 


Despite the growth of chain stores and the renewed 
activity of independent retailers, sales by house-to-house 
salesmen are increasing. There have been some who have 
argued that the peddler has passed out of the picture. 
Our investigations do not bear out this contention. We 
find him very much alive and consistently active. 


People are buying from canvassers because they are 
being given an opportunity to concentrate on a few arti- 
cles at a time; because the merchandise is forcibly 
brought to their attention in the home, where that mer- 
chandise is used; because in the average retail store much 
of the merchandise never comes to their attention. 


Many of that German boy’s patrons express surprise 
that local merchants do not carry the things he sells. 


The local merchants do carry these things, but they are 
hidden in the mass of other articles. 


The outstanding feature of it all is the fact that in 
the majority of cases the canvasser’s customers are pay- 
ing higher prices than the retail stores are asking; they 
are paying those prices under the assumption that they 
are buying value. 


We have consistently maintained that the solution of 
the independent retail hardware merchant’s competitive 
problem lies in selling value rather than price. The 
experience of the house-to-house peddler proves our con- 
tention to be true. Now we go one step farther. 


We believe that sales of hundreds of quality items car- 
ried in hardware stores can be materially increased 
through the use of outdoor salesmen; by taking the mer- 
chandise directly to the consumer. We believe that this 
is especially true with regard to items in which women 
are interested. 


The big reason for mail order success lies in the pres- 
entation of merchandise during the customer’s leisure 
time. Bob Murray of Honesdale, Pa., practically drove 
the mail order business out of his district by going 
directly to the farmers with his merchandise. Other re- 
tail hardware merchants have practically stopped outside 
peddling in their trade territories by doing the canvass- 
ing with their own employees. . 


The local hardware merchant faces little of the oppo- 
sition confronted by the stranger peddler. His repre- 
sentatives are usually welcome visitors in the homes of 
his customers. The advantage is all on his side. In the 
great majority of cases outside selling can be made a 
very profitable part of his business. Also it will greatly 
advertise the lines he carries. 


When the independent hardware merchant wakes up 
to his opportunity of selling quality merchandise by 
taking it directly to the customer, the chain store will 
have something real to worry about. 
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ISPLAY is an important contributing factor to 
the success of the tool department in the retail 
store of J. J. Mitchell Co., located at 408 Broad- 
way, near one of the busiest and most important street 
intersections in New York City, Broadway and Canal 
treet. 

Interior and window displays of tools make it pos- 
sible for this concern to secure more than half its total 
sales volume from its tool department, which is housed 
in new, modern Heller display fixtures. The windows 
are seen by thousands each day and their value can not 
be over-estimated. 

One of the company’s two large windows always con- 
tains a tool display. It was decided that if these win- 
dows, fronting on one of the most important streets in 
the world, were to pay for themselves, monthly sales 
directly traceable to them, should average at least $2 
per square foot. For instance; if one window had 100 
sq. ft., and was constantly devoted to tools for a month, 
sales in the tool department which could be traced to the 
pulling power of the window should average $200. 
Through investigation, it has been found that the actual 
sales total at the end of the month is very close to 
this figure. 

There are three “rush” periods in the store. One 
begins at seven-thirty in the morning and continues until 
nine. At eleven the noon-day crowds surge past the 
door, bringing many customers into the store. This 
lasts until two in the afternoon. In the evening, begin- 
ning at four o’clock and continuing until closing time, 
six o'clock, the sales force is kept busy supplying the 
wants of the office and shop workers who make the 
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Mitchell Sells Over 50% of Volume 


from Tool Department 


Mitchell store their headquarters for tools of all descrip- 
tions. 

Display is not limited to the windows. Inside the 
store the wall panel displays show a complete assort- 
ment of hand tools and precision instruments. Behind 
these panels and in the rear of the store, the surplus 
stock is stored. The company is considered to have one 
of the most complete tool stocks in its locality. 

In addition to the wall panel displays of tools, a 
large open top display counter is filled with tools of a 
cheaper grade, designed to sell at popular prices. When 
a customer shows interest in one of these cheaper tools, 
the salesmen endeavor to find out what use the tool is to 
be subjected to. If the customer should need a quality 
tool, he is guided across the aisle to the display panels 
where a representative assortment of standard merchan- 
dise is shown. The cheaper merchandise is mainly used 
for comparative purposes. At the present time the com- 
pany reports very little activity in tool sets but expects 
to handle many different sizes during the period after 
Thanksgiving and before Christmas Day. 

The Mitchell company sells a good quantity of power 
tools and as many other retail dealers state, who have 
large tool departments, this merchandise is becoming 
more important to the retail dealer each year. It is only 
a matter of a few years when power tools will have far 
more general acceptance than they now enjoy. The 
“professional” tool users are being sold on the merits 
of electric drills, saws and planes and the “amateur” 
mechanics are quickly falling into line. 

The location of the Mitchell store helps to sell tools 
as thousands of tool users pass the store each day. 
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Window displays in the store of J. J. Mitchell, 408 Broadway, New York City, are backed up by equally attractive displays in the store 




















Tool Displays That Meet Eye Level 


VER alert for new ideas on hardware merchandis- 

ing Past N. R. H. A. President R. J. Atkinson, 

Brooklyn, N. Y., recently became greatly interested 
in window displays that actually lifted up merchandise 
toward the eye level of the man on the street, permitting 
the latter a real opportunity to see the goods, read the 
value-creating show card, note the price and consider 
purchase. A good example of this principle is shown on 
this page. This tool window display catches the eye, 
provides an increased display space for tools and enables 
the prospect to see, without much effort, practically every 
item in the window. 

Russ, Jr., made this window display. He inherits 
considerable merchandising instinct from his Dad and 
has some claim to honors all his own. He is particularly 
keen on tool windows, believes every hardware man 
should display tools more often, should know something 
about tools and use show cards which create value im- 
pressions with the customer. Note his show cards in 
this display. Each one carries a short selling message 
With some punch. The price is there but the appeal is 
not on cheapness but on value—a much stronger argu- 
ment, particularly in tools. Some of these items repre- 
sent competitive grade lines, where price might be an 
important selling factor. Even in these the impression 


is based on value, utility, etc., and not solely on the price. 

Atkinson has found the amateur mechanic his best 
small tool customer and has found this type of buyer 
easier to sell via the display route than was the strictly 
professional user of tools. 
Notions about brands, sizes, shapes and values. 


The latter always had pet 
Often 





his knowledge on the use of tools was excellent but his 
ideas on values were not so good. This Brooklyn store 
has not forgotten the professional mechanic, but the 
owner realizes that changed building and repairing prac- 
tices have altered and restricted what was formerly the 
big end of the small tool business. 

To interest the professional group Atkinson has for 
some time featured electric power driver tools, power 
kits, portable and stationary. Some of the power kits 
and individual pieces are convertible; that is, they may 
be used as bench equipment or carried, for emergency 
jobs. These electric tools and a few high-grade small 
tools continue to attract the professional mechanic, but 
the range of hand tools he requires has become some- 
what restricted. 

Every man has an ambition to build, make or repair 
things of his own or his neighbor’s. To do this he must 
have proper tools of at least a moderate quality. The 
man who buys the competitive grade tool kit today is 
your best prospect for good quality tools in the near 
future. The man who buys an appreciable number of 
lower priced tools should be listed somewhere for solici- 
tation on high-grade tools some time soon. If your dis- 
play effort and advertising plans on tools are based on 
the value-creating angle and your price range satisfac- 
tory, your tool business should not suffer one bit with 
changing conditions but should show material increases, 
small hand tools going to the amateur and power outfits 
and a few high-grade small tools to the men who earn 
their bread and butter with tools. 
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They Don’t Vote the Way They Laugh 


By Saunders Norvell 


Nov. 7, 1928, 
The Morning After the Day Before. 


E knew this nation was sold on mass production 
and on mass selling, but it seems that we are also 
sold on the idea of mass voting. 

Now there will be a lot of articles telling just how it 
all happened. The writers are already explaining the 
reasons—PROSPERITY, religion, prohibition, Tammany 
Hall, etc., etc., etc. 

Driving down to the train this morning, my chauffeur 
remarked: “It was simply a case of the right man on 
the wrong ticket.” “What do you mean by that?” I in- 
quired. “Well,” he replied, “I will put it another way. 
It was a case of the wrong man on the right ticket.” 

Will Rogers, in the New York Times, on Nov. 5, 
said: “Tomorrow New York City will have a lesson in 
geography. They will be shown that there are a lot of 
people living in the country west of New York.” Will 
knew just what we all knew; that is, all of us except 
Mr. Raskob. Only we didn’t know that the results would 
be quite so conclusive. 

There are some very interesting psychological and 
sociological problems suggested by the returns of yes- 
terday. The flat, the apartment house and the rooming 
house voted for one candidate. The homes voted for 
another candidate. In other words, there was a lineup 
between the large cities of the country, where people live 
in apartments, and the small towns and rural districts, 
where people own their own homes. As there are more 
people in the smaller towns and rural districts, one can- 
didate had a smashing victory. 

Mr. Hoover has our congratulations and best wishes 
for his health and happiness, also for the success of his 
administration. ; 

At the same time, we extend our best wishes to Al 
Smith. He put up a good fight. He did the best he 
could, but he could not navigate with all the cargo he 
had on board. Then, he made his mistakes. His first 
mistake was to repudiate his platform, to put himself 
and his personality above his platform. That wasn’t good 
strategy. 

Then, while Al may understand the psychology of the 
“sidewalks of New York,” I do not think he understood 
at any time the working of the minds of the people on 
the farms and in small towns. In cities, people who 
travel on the subways and live in narrow quarters like 
to be amused. They appreciate the “brown derby.” In 
a way, city people are all more or less gangsters. All of 
them have a certain grim humor. They like a good fight, 
because a good fight is interesting and takes them out 
of their drab lives.* It is my idea that the people who 
live in large cities are more primitive in all of their 
emotions than people who live in the big out-of-doors. 
Their reactions to their environment are, in a large 
measure, those of the savage. Of course, in saying this 
I am putting it just a little too strong, but you will get 
the idea. It is this primitive side to their natures that 


leads to the development in large cities of political bosses, 
gunmen, holdups, dance halls and all the things that go 
to make the city different from the small country town. 

In a large city the political ward leader is the chief 


.all, we now know where we are at. 


of his gang. They expect him not only to be a good 
fighter, to entertain them when he talks, but they also 
expect him to be witty and amusing. It is only this type 
of man who makes an impression upon the city dwellers. 
For instance, our present popular Mayor, Jimmy Walker, 
is one of the best “wisecrackers” we have on record. 

On the other hand, people who live in the small towns 
and on the farms have more time to think it all over. 
They are very conservative. They take their lives very 
much more seriously than the city dweller. They may 
be interested and amused at campaign speeches, but when 
it comes right down to voting, they vote according to 
their conscience. They vote seriously. 

How do I know this? Once upon a time, out West, 
I took part in politics myself. My success as a politician 
was rather short-lived, but out of my experiences in 
the political arena I learned one thing and that was that 
men do not vote the way they laugh. I have known men 
who were very amusing and who have held an audience 
in uproars of laughter. I have known some of these men 
to make a target of their opponents, and the crowd ap- 
parently, judging by their laughter, was very apprecia- 
tive of the ridicule heaped upon these opponents, but it 
was a surprising thing, the next day when the crowd 
voted, they did not vote the way they laughed! 

This election gives all of us quite a good deal to think 
about. There are a good many angles that might be 
touched upon, but which are hardly appropriate for the 
columns of a trade journal. 

I am sure, however, that all of my readers will agree 
with me when I say that we all have a feeling of relief 
that the presidential problem is now out of the way for 
another four years. As the present party will continue 
in power, there will not be the fear of changes and up- 
heavals that might have followed the election of another 
party. While the election of Governor Smith was not 
feared by the business men of this country, still, after 
We know about 
what to expect. We know that there will not be any very 
sudden or unusual changes in the policies of the Gov- 
ernment. 

While all of us may not agree with our new Presi- 
dent, while he may not be picturesque or spectacular, 
while most of his pictures during the campaign gave us 
the impression that he was very much bored and having 
a hard time stirring up a smile and waving his hand to 
the assembled multitudes, still I am sure we all have 
the feeling that he is safe. We feel that he will do 
things in a regular and orderly manner. From long ex- 
perience and training he fully understands the art of 
administration. He knows the value of gathering facts, 
and then laying plans based on these facts. Then, too, 
he understands the handling of men. He knows how 
to use men to obtain the results that he desires. 

I predict that Mr. Hoover will not be a very spec- 
tacular President, but I do predict that when he lays 
down the office of President it will be found, in re- 
viewing what he has accomplished, that he has covered 
quite a good deal of ground. 

Some men understand this method of working. They 
are not noisy. They are not blatant. They do not con- 
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stantly appeal to the mob spirit. But somehow when we 
review their work we find they have accomplished a 
great deal. 

Just consider the campaign we have witnessed. Mr. 
Hoover from week to week did not seem to be doing 
very much. He was, apparently, distressingly slow in 
getting started. Then, his speeches were not very dra- 
matic. He did not indulge in any “wisecracks,” nor do 
| remember a single aphorism or play on words that 
he invented. In a sense, he did seem, even to his good 
friends, to be somewhat inadequate. But today, when 
we sum up the figures (in other words, when we see 
the results) we realize that some kind of an organiza- 
tion must have been quietly working somewhere. A 
sweeping victory, such as this, did not simply happen. 
Back of this victory I have no doubt there was a very 
efficient political organization, and I have a suspicion 
that in the center of this organization sat a quiet man 
by the name of Hoover. I think to my mind his work as 
President will be a good deal like his work in this 
campaign. It will not be so impressive as he goes along 
from day to day, but I do believe when the results are 
tabulated it will be found that we really have a trained 
engineer in the Presidential chair. By this I mean a 
real executive—a man who knows how to work quietly, 
a man who knows how to work efficiently and also a 
man who will be satisfied with nothing less than the 
most efficient work from others. 

So whether we are Democrats or Republicans, whether 
we feel today that we are victors or whether we feel 
that we are defeated, let us be such good Americans, 
such good sports, that we will look for the very best 
qualities in our new President and then stand behind 
him as American citizens. 

One of the most interesting things about this election 
is the breaking up of the solid South. I am a South- 
erner. My ancestors all lived in the South. Nothing 
has given me more pleasure in this election than to see 
this smashing up of the old Southern tradition. Out of 
all these changes I am sure will emerge a better state 
of affairs. 

Evidently in this election, more than ever before, the 
people have been thinking for themselves. More than 
ever before they have not been controlled by the party 
whip. Never again will voters in this country be gath- 
ered together like cattle in a corral, then driven up an 
inclined platform into a car for delivery en masse. One 
of the most striking signs of the growing intelligence 
of this country is the fact that men and women every- 
where in this election have indicated the fact that they 
were thinking for themselves, and that they proposed 


Time Wasted 


NE of the most effective salesmen I ever knew 

said that he owed his success to the simple ex- 
pedient of using his time spent in waiting for admission 
to a buyer’s office to plan in a rough way the next call 
he would make. He said, “To wait in idleness until the 
buyer can let you into his office is at best wasted time. 
And I think that most salesmen are like me in that the 
act of cooling one’s heels is apt to take the selling spunk 
out of you. Planning your talk to the man you are just 


to vote strictly in accordance with the way they thought, 
regardless of how their fathers, their wives, their hus- 
bands, their sisters, their brothers, their families or their 
neighbors voted. All of this gives me a great thrill. 
Never before, in the many elections for President, has 
there been the widespread interest there has been in 
this election. Never before has there been such a great 
vote. Never before have the women taken the interest 
they have taken this time. Wives have voted one way, 
husbands have voted another. All this, to me, is just 
splendid, and as it should be. 

We are entering upon a period of clearer thinking. 
The new generation is figuring things out for itself. 
It is becoming more and more difficult to get away 
with a lot of hokum and bunk. We are going to 
have Presidents of a higher quality, just as we are going 
to have citizens of a higher quality. 

Back of all these changes that we see is just one 
thing and that is education. The people are becoming 
better educated in many ways, not only through reading 
but by radio, movies and the automobile. All these new 
agencies in our lives are leading people to bigger and 
broader thinking. Life is becoming accelerated. The 
average man today in his thinking and emotions leads 
four or five lives as compared with the man of fifty 
years ago. 

This condition is necessarily bringing about not only 
great changes in government and in politics but also in 
business. After all, business is better than it was. Busi- 
ness is being done more efficiently. The people of the 
country are being given far better service by business 
men. Notwithstanding occasional lapses, the ethics of 
business, upon the whole, are upon a much higher plane 
than ever before. 

What impresses me every day in my work is the 
emphasis in every line that is being placed upon quality. 
After all is said and done, goods of high quality will 
bring their price. We are entering upon an era of a 
demand for quality of the highest character, not only in 
merchandise but in men and women. In the future we 
will insist upon having Presidents of the highest quality. 
We have not always had them in the past. There may 
be fewer manufacturers in the future but they will be 
better manufacturers; fewer jobbers but better jobbers; 
fewer retailers but better retailers; fewer salesmen but 
better salesmen. The very stress and competition in the 
battle ahead of us will be fought upon the inexorable 
law of the survival of the fittest. 

It is all right to be sentimental. It is, good to have 
pity, but, after all, real justice is based upon giving 
the best man the job. 


While Waiting 

about to see is apt to rob your approach of spontaneity. 
And that’s no time to plan your talk anyway, because 
you may have no wait. But thinking about a call on 
someone else keeps your mind active and gets it off 
the possibility of your defeat in your visit with the 
man you are waiting for. During long waits I may 
plan three or four calls. At all events it never pays to 
waste these moments in idleness.”—Advertising and 
Selling. 
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Pages 32 to 34 include matter held from the Jobbers’ Number 


Production Efficiency Has Made Distribution 
Efficiency Serious Problem, Says J. W. Millard 


problem of the century,” de- | mercially, may be read daily in the list 


"TD rotien. of the is the business | a human patient but the effects, com- 


clared James W. Millard of | 


the Domestic Commerce Division, De- 
partment of Commerce, 
D. C., at the Heavy Hardware, Mill 


Washington. | 


of business mortalities. 
“The poisons which have occasioned 
these delirious dreams that generally 


| accompany a period of industrial de- 


Supplies and Builders’ Material group | 


meeting at the recent Atlantic City con- 
vention of the American Hardware 
Manufacturers’ Association. 
magnitude of a problem can be meas- 
ured by the number of persons attack 


bility have been slowly and steadily ab- 
sorbed by our commercial system until 


| now business seems incapable of com- 


“Tf the 


ing it, by the profusion of literature and | 


spoken opinion on the subject and by 
the experimental endeavors which be- 
speak an attempted solution, then surely 
this subject is a great and important 
question. Production efficiency has so 


bating their insidious effects. 

“To test out the practicability of a 
distribution census on a national scale 
the Bureau of the Census assisted by 
the Bureau of Foreign and Domestic 


| Commerce and the Chamber of Com- 
| merce of the United States undertook 


far outstripped distribution efficiency | 
that a re-direction of energy is neces- | 


sary.” He continues. 


Industrial Consciousness Takes Form 


“An industrial consciousness of these 
problems took form in the 1925 meet- 
ing of the National Distribution Con- 
ference in Washington. 
conference that Mr. 


It was in this | 
Hoover set forth | 


the elimination of waste program on | 


which the Department of Commerce 
was engaged cooperatively with the 
business world. 

“These old opinions unsupported by 
facts are prolific of conclusions. Pre- 
scriptions for sick business fill the air. 


| answered. 
| identify 


Increase wages, lower wages, get more | 


volume, reduce the volume! Eliminate 
the middleman! 
control your supply! Raise prices, se- 
cure resale price-maintenance, and low- 
er prices! These are but a few of the 
panaceas in current circulation; each 
set forth as a complete remedy. 
“Naturally, anyone who has_ the 
temerity to attack some phases of cur- 
rent opinion on ‘What is wrong with 
business?’ must have a few counter 
opinions to set forth. My first opinion 
concerns one phase of overproduction. 
We have usually thought of this re- 
curring business man’s terror in con- 
nection with commodities. It has oc- 
curred to me that there is an even more 
serious aspect, and that is overproduc- 
tion of opinion. A medical analogy 
here may be far-fetched and even in- 
accurate, but if you would pursue your 
diagnosis of overproduction further, 
you are apt to find that as this fever 
of opinion increases, the pulse of facts, 
the life blood of business, grows even 
more sluggish. I do not know what 


such symptoms would hold in store for 


Control your outlets, | 


Census of Distribution in 11 
cities, namely, Baltimore, 
Providence, Atlanta, Chicago, Fargo, 
N. D., Springfield, Ill., Kansas City, 
Denver, Seattle and San 


a trial 


Syracuse, | 





Francisco. | 


This sample was sufficiently large to be | 


significant for within the foundaries of 


these eleven cities is included a popula- | 


tion of nearly seven millions. 
tail trade of this group of cities totaled 
more than $4,000,000,000, or approxi- 
mately 10 per cent of the estimated 
total retail trade in the United States. 

“We have now come to the point 
where some definite questions must be 

‘How are business men to 
distribution weaknesses and 
wastes?’ And the answer must be ‘By 
their costs shall ye know them.’ 


Choosing Between Expedients 


“It will be necessary in the short 


' time available for discussion of this 


| this end. 


subject to concentrate specifically on a 
few phases of analysis of costs as ap- 
plied to distribution problems. Con- 
sider, if you will for the moment, that 
business operation is a matter of choos- 
ing between various expedients—to 
lower prices and increase profits. In- 
creased volume and decreased volume 
have both been used as expedients to 
The volume has been in- 


| creased by adding new lines, sometimes 
| profitably, at other times unprofitably. 





Volume has been decreased by dropping 
lines and similar experiences have been 
recorded. Volume has been increased 
by securing new customers sometimes 
with profit, in other instances without 
profit. The range of these expedients 
extends into the field of foreign mar- 
keting and to the use of varied dis- 
tributive devices at home. 

“This brings us to a consideration of 
the condition often complained of as 
‘Hand-to-mouth Buying.’ An analysis 


The re- | 











made by the Western Electric Co. in 
1923, indicated that 60 per cent by num- 
ber of the orders received were for 
amounts less than §25 each. These 
orders supplied only 9 per cent of the 
dollar volume of business and entailed 
a net loss per order of $1.63. The re- 
maining 40 per cent of the orders by 
number supplied 91 per cent of the dol- 
lar sales volume. On these orders suf- 
ficient profit had to be realized to show 
a profit on each individual order and 
in addition, build up a reserve to cover 
losses on the small orders at the rate of 
$1.63 each. And these small orders 
represented 60 per cent of the total 
number received. 

“The following classification of re- 
tail hardware stores by size has been 
made from distribution census data for 
9 cities. 

Retail Trade in Hardware Stores 

(9 Cities )* 


Size of Per Cent of Per Cent of 

Outlet Total Number Total Sales 
Less than $5,000.. 20.3 Is 
$5,000 to $9,999.. 20.4 4.4 
$10,000 to $24,999 31.6 14.7 
$25,000 to $49,999 13.6 13.6 
$50,000 to $99,999 7.8 15.3 
Over $100,000... 6.3 $1:5 


“Roughly 41 per cent of the retail 
outlets for hardware had sales less 
than $10,000 annually and supplied only 
6 per cent of total sales. Twenty-eight 
per cent of the stores accounted for 
more than 80 per cent of total sales in 
dollars. If these variations in size of 
retail outlets exist there are undoubted- 
ly similar variations in the size and 
market importance of other types of 
your customers. 

“A brief examination of data on the 
size of orders read in the light of these 
data on size of customers is gradually 
leading to a recognition of the fact that 
the small order situation might be 
more correctly termed hand-to-mouth 
selling. Certainly it is inducing many 
distributors to correct the evil as you 
have heard on numerous occasions from 
Mr. Bronson. The expedient of profits 
through increased volume receives its 
first blow when distributors realize that 
in many instances to get the additional 
volume they are dissipating the profits 
so secured to purchase small orders. 

“Our analysis of a wholesale grocet’s 
inventory revealed a total of 2100 in- 
ventory items. <A similar count. was 
made in a chain store warehouse, which 
revealed only 700 items. It is signifi- 
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cant that with one-third the number of 
items the chain store warehouse stock 
was turned three times faster than was 
the wholesaler’s stock. 

“While an excess variety of items in 
the inventory is not the sole cause oi 
a slow stock-turn, there does exist a 
close relationship. In the wholesale 
grocery house analyzed for our report 
the four largest departments in point of 
sales volume were as follows: tobacco, 
sugar, provisions and flour. These four 


departments accounted for 49 per cent | 


of total sales, yet they required only 
14 per cent of the total inventory in- 
vestment. It is to be noted that the 
rapid stock-turn shown here occurred 
in the four departments where the num- 
ber of sizes and variety of commodity 
items is strictly limited. In the four 
departments which accounted for the 
heaviest percentage of inventory the 
possible number of items is almost 
limitless. Canned foods, including 
fruits, vegetables, meats, condiments 
and spices, accounted for only 14 per 
cent of the total sales volume but re- 
quired an inventory investment equal 
tc 42 per cent of the total. 

“To the wholesaler this carries a cost 
message. In this particular establish- 
ment it means that back of every $100 
sale of canned vegetables there is an 
average inventory value of approxi- 
mately $47 to be financed, costing the 
wholesaler approximately 3 per cent 
on sales volume; added to this is a 
warehouse bulk of approximately 171 
cu. ft., entailing an expense figure of 
2.6 per cent. These two expense items 
total 5.6 per cent, which may be com- 
pared with a figure of 1.6 per cent 
for the average commodity when the 
business as a whole is considered. 

“There is no doubt in your minds 
that many commodities are now being 
sold below cost while others are carry- 
ing entirely too wide a margin. As a 
major achievement of cost analysis we 
may then point to an equitable pricing 
of commodities which would inevitably 
follow. Present methods of estimating 
commodity costs for pricing purposes 


seemed to be based more on ‘What 
the other fellow charges’ than on 
actual expense figures. Perhaps some 
concessions in the name of competition 
have to be made but the weakness of 
any supporting argument is appreciated 
when it is realized that a complete ac- 
ceptance of this policy places the in- 
dustry leadership in the hands of the 
least informed or most desperate in- 
dividual in the trade. Certainly con- 
sumers are not benefited by a system 
which entails such appalling business 
| mortalities year after year. One of 
bs great dangers in price competition 
| 
| 
| 
| 





not safeguarded by the cost informa- 
tion is that belief on the part of con- 
| sumers that the lowest price is a profit- 
| able price and that all higher prices are 
excessively profitable. Nor is that be- 
lief confined to the general public. 
Those who would regulate business by 
legislation are of the same opinion. 


Analyze Distribution Costs 


Distribution cost analysis will assist 
in standardizing distributive outlets by 
commodity classifications and in adjust- 
ing inventories to a market demand. 
Commodities seeking new and ever in- 
creasing outlets have taxed our dis- 
tributive system in many ways. As a 
result we find ourselves trying out many 
new methods. There is much talk 
about eliminating the middleman. The 
agencies of retail distribution have 
been so markedly increased and diver- 
sified that many of the old classifica- 
tions and definitions are almost mean- 
ingless. I shall make no attempt here 
to hold a brief for the old commodity 
classifications of retail outlets. No 
doubt many of them must go or have 
already gone. That is a matter which 
time and change will settle. For the 
present what I should like to point out 
is that manufacturers and wholesalers 
will to a large extent govern this rate 
of change. With proper cost figures 
available the alue of each account 
| will be weighed and when the answer is 
| given, perhaps some of the mad rush 
for new outlets will be abated. Cost 
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figures will show that new _ outlets 
which cannot effect an increase ‘in con- 
sumption merely redivides the manu- 
facturers sales volume and entails in- 
creased expenditures. Such informa- 
tion of necessity will bring about a 
more efficient use of capital. 

“Distribution cost analysis will play 
a part in regulating excess plant ca- 
pacity. If wholesalers and retailers, 
to bring about a reduction in operating 
costs begin to concentrate their pur- 
chases with manufacturers whose prod- 
ucts are most in demand and therefore 
may be handled most economically it 
must eventually mark the passing of a 
number of manufacturers and distrib- 
utors. Needless to say modern stand- 
ards for efficiency will not long tolerate 
the heavy toll exacted by excessive 
duplication of producing equipment, 
which in turn, is supported by duplica- 
tion in commodity sizes and varieties. 

“T have not found a more succint 
summary of this case than that given 
by O. D. Street, in an address before 
the Association of National Adver- 
tisers in 1923: 

“When we know the production and 
distribution cost of each thing we 
market, when we know the profitable- 
ress of the account of each jobber we 
serve, and when the jobbers and 
wholesalers know the profitableness of 
the account of each retailer they deal 
with, then and not until then will there 
be fewer factories in which the same 
thing is made, fewer distributors who 
vend their articles in the wholesale 
mart and fewer dealers who pretend to 
serve the buying public. Then and not 
until then will we have solved the ques 
tion as to why production and distribu 
tion costs are so high. 

“These problems which confront you 
as an industry are peculiar in that they 
require a common recognition of their 
identity and existence by your entire 
industry and a common urge on the 
part of each individual manufacturer 
to take and support a unified action in 
their solution.” 





salesmen. 


letter. Don’t delay—do it 





REMEMBER—Clerks entering the HARDWARE AGE Clerks’ Contest need not con- 
fine their letters to any one subject. Write about what YOU think of the hardware busi- 
ness; how you like your job; how you would run a retail store; if you think store meet- 
ings are beneficial or about anything and everything that is of interest to retail hardware 


Turn to Page 42—read the easy rules for this contest—then sit down and send in your 


today! 
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Thomas S. Holden Explains Building Reports 


66 ANUFACTURERS of build- 
M ing materials and equipment 
are the suppliers of parts 
to the construction industry, the in- 
dustry which plans and assembles 
building and engineering structures,” 
said Thomas S. Holden, vice-president 
in charge of statistics of the F. W. 
Dodge Corp., New York City, at the 
Builders Hardware group meeting at 
the recent Atlantic City convention of 
the American Hardware Manufactur- 
ers Association. 

“The markets for builders hardware 
is not elastic,” he continued, “but is 
limited by the current volume of new 
building work.” Any analysis of mar- 
ket possibilities or forecast of potential 
sales must be based on accurate and de- 
tailed knowledge of what is happening 
in the construction market.” 

Mr. Holden then explained the vari- 
ous kinds of market reports and the ad- 
vantages of each. He stated that the 
principal sources of building news are 
the daily papers, the trade press and 
the specialized news services that are 
sold strictly on the basis of furnishing 
news coverage and nothing else. In 
appraising the efficiency of any or all 
of these news services, there are three 
points to be considered: promptness, ac- 
curacy, completeness of coverage. 

Promptness was said to be very es- 
sential, as most organizations want 
knowledge of building projects in the 
planning stage. Accuracy and com- 
pleteness were touched upon, as was 
the important aspect of coverage of a 
news service. All of these factors were 
said to be incorporated into the reports 
which are produced by the company 
which Mr. Holden represents. “You 
will surely find variations in news ser- 
vices,” continued the speaker, “as to 


| D paren the past few months J. A. Mahoney, Inc., 
of Deming, N. Mex., has sold a large quantity of 
A good portion of this 
business can be directly traced to the monthly window 


floor coverings and linoleums. 


displays. 


In addition to showing and selling floor coverings, 
the Mahoney firm lays most all of the linoleum which it 
The inlaid linoleum is cemented to deadening 
This provides for 
better wearing and tends to decrease the sound of 


sells. 
felt, which is first laid on the floor. 


moving feet. 


J. A. Mahoney, Inc., stock a full line of floor cover- 
ings in order to meet a demand for this merchandise, 


which is very popular in its vicinity. 





their completeness of their coverage 
within the range of operations they aim 
to report. Some are designed for local 
readers, while others are national in 
scope. The organization producing re- 





THOMAS 8. HOLDEN 


ports for a limited territory does not 
have the same access to all possible 
news sources as does a national or- 
ganization.” 

The news staffs of new gathering 
agencies was said to have a direct bear- 
ing on the value of the reports. 

“Mention has been made,” said Mr. 
Holden, “of the difference between a 
local news service and a national news 
service, the latter being pointed out as 
having access to a wider field of news 
sources. Sometimes the question arises 
as to whether a local service can not 
cover the local field better than a na- 
tional news service can. The answer is 
that a national news service has to be 
a local service in every territory it 
covers. It has to employ local men to 
cover the local building markets; it has 





to serve local building-market-selling 
organizations in order to make a liy- 
ing. 

“The combined requirements of all 
classes of building news customers is 
the most important guarantee of ade- 
quate statistical coverage. Statistics of 
construction contemplated and contracts 
awarded are based on systematic daily 
tabulation of all reports of individual 
projects that are gathered and issued 
in the daily news service, with adequate 
check on the tabulation work to insure 
completeness and accuracy. 

“The whole job of gathering re- 
ports from original sources and tabu- 
lating them into construction market 
statistics is a job of census enumera- 
tion. The construction market census 
is taken every day. When a building 
news reporter calls on an architect, 
contractor or owner, he is performing 
two important functions; he is an ad- 
vance agent finding sales leads for 
building-field organizations and he is a 
census taker for the construction in- 
dustry. 

“There is today little question of the 
superior value of contract statistics as 
measures of total construction volume. 
Building department records have a 
real value in their own localities and 
in furnishing records for small com- 
munities and for territories in the 
Rocky Mountain and Coast States that 
are not yet covered by contract statis- 
tics. As measures of total construc- 
tion volume, of the trends of actual con- 
struction operations and of the rate of 
flow of investment money through the 
channels of construction investments 
into general business transactions, con- 
tract statistics are generally recognized 
as the most complete and accurate that 
are obtainable.” 














Qs wt tee ee: eee ae, a a 














HARDWARE AGE for NOVEMBER I5, 1928 





EVERYBODY’S BUSINESS 


By FLOYD W. PARSONS 


More Science—More Business Hazards 


IVE new inventions a minute! Who can say that 
his job is safe? Who can be sure that his business 
is permanent? The developments of each day open 

fresh paths to travel. The unexpected discovery of a 


new material may mean the passing of an old industry 
Too many of us are 


and the creation of a new one. 

















like the lightning bug that has a 
torch on the rear end. He can see 
where he has been but not where he 
is going. 

Science has created unparalleled 
benefits for mankind. But in so do- 
ing it brought distress to many who* 
were unable to foresee the future and 
adjust themselves speedily to the 
radical changes that took place. For 
instance, our most modern locomotive 
is capable of replacing two of those 
that were in service only a compara- 
tively few years ago; and yet these 
most recent machines burn the fuel of only one of those 
that were replaced. This notable advance in practice 
and construction was fine for the railroads, but it was 
hard on the producers of bituminous coal. 

The development of chemistry has brought us un- 
measured benefits, but in hundreds of places this prog- 
ress has caused upsets in industry. Manufacturers have 
saved hundreds of thousands of dollars in recent years 
by changing their methods of purchasing raw materials 
so that moisture content is given proper consideration. 
But some of the producers of the same raw materials 
found that their sales were thereby greatly restricted. 
Immense dividends are being earned by the railroad and 


other industries on their investment in research upon 
boiler-feed waters. One railway finds that a water- 
treating plant pays for itself each year. On a second sys- 
tem there is one run of 563 miles that formerly required 
three or four engines. Now by employing chemists to 
treat the different waters used, this run is made with a 
single locomotive. 

Similar research is responsible for extending the life- 
time of boiler tubes from an average of seven months 
to thirty months. With a single railroad operating as 
many as 1700 locomotives and a set of boiler tubes 
costing $1,300, it is plain that the savings from this 
kind of investigative work total an immense sum. But 
as a result the steel producers found their market for 
these pipes curtailed and had to seek new outlets. Sci- 
ence was highly successful in doubling the life of auto- 
mobile tires. But the rubber companies have paid dearly 
for their earnest effort in this line of research. 

The savings to the nation from chemical research are 
beyond computation. The invention of the dry air-blast 
for the manufacture of iron effected 
a reduction of nearly a dollar per ton 
in the cost of producing pig iron. 
The discovery of ways to produce 
and use chlorine in the treatment of 
drinking water is probably the great- 
est contribution to sanitation ever 
made. Three-fourths of the water 
used in American homes is now 
chlorine-tteated. Research in the 
cement industry jumped the produc- 
tion of this essential product from 
8,000,000 barrels in 1900 to 200 mil- 
lion barrels at present. Fifteen years 
ago it required a mOnth to construct 
a single mile of concrete highway. 
Today we can build a third of a mile 
of concrete road in 10 hours. 

A new antimony alloy useful in 
telephone cable construction has 
saved the phone companies $6,000,- 
000 in less than a decade. Another alloy used in the 
relays and switches of telephone plants and central sta- 
tions has effected a total saving of $13,000,000 in seven 
years. Scientific investigation with cottonseed has re- 
sulted in the production of so many useful by-products 
that ten dollars have been added to the value of the 
cotton crop for every bale grown. Cottonseed and the 
oils and fats extracted from it are now contributing a 
half billion dollars to the national income of the United 
States. The chemist has added other tens of millions 
to our credit account by disclosing ways to manufacture 
more than a hundred useful commercial products from 
corn. (Continued on page 67) 


— 














HARDWARE AGE for NOVEMBER 15, 1928 








Another Chapter on 






The Roman Alphabet 


With Simple Suggestions on How to Enhance Your Show 


N show card writing 
there is no fixed mathe- 
matical rule for the 

space between letters and 
words, the law is based en- 
tirely upon approximates ; 
some who attempt lettering 
for the first time give little 
or no thought to this very 
important subject, and pro- 
ceed to lay out a show card 
with the impression that all 
letters are the same size, 
when by close observation 
one can easily see that the 
capital letter ““W” is a com- 
bination of two “V’s” and 
therefore must occupy more 


space than the single letter “ 
the reader will look at the construc- 





Cards with Cut-Out Mat Frames 


By Joseph Bertram Jowitt 


Mansfield 


Double Service 


a4KES 





tion of the capital letter “M” on the 
se htt ‘a ate he will notice that 


it requires one more stroke 
to make than the letter “N.” 
The letters which occupy 
approximately the same 
space are grouped as fol- 
lows: Group (1) the square 
letters, E, F, H, L, N, T, 
U; group (2) round let- 
mim <2), G, J, O, PB: 
QO, R, S,; group (3) angle 
letters, M, W; group (4) 
angle letters, A, K, V, X, 
Y, Z. Whenever two square 
letters come together there 
should be more space al- 
lowed than when two round 
or angle letters come to- 
gether. The final result 


should always be judged by the effect 
the lettering produces when. finished. 








ABCDEFGHIJKL 


MNOPQRSTUVWAY 


Ji BEDE GHIKLMNOPQ 
RST UVWXYkZZ 


abcde fghijklmnopqr 


Stuvwxy3 acegkqmo 
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Ingersoll 
Alarm 


Clocks 


Color 





The writer advises the beginner at 
lettering to make two or three rough 
scratch sketches in pencil on wrap- 
ping paper the exact size of the show 
card he intends to use. In this way 
he can improve on his layout with- 
out spoiling the cardboard. 

The capital letters A to Z, on the 
lesson plate herewith are 3 inches 
high and approximately 2 inches 
wide. The card was 14 x 10 inches. 
In making all lower-case letters it is 
necessary to draw four horizontal 
guide lines. The main or body guide 
line should be at least one half the 
height of the capital letters. The top 
and bottom extension lines should be 
one half the height of the body guide 
line. The lower-case letters which 
are wholly within the main body 
guide line are, a, c, e, m, n, 0, fr, S, 
u, Vv, w, z. Those which extend above 
body guide line are b, d, f, g, h, i, j, 
k, I, t. Those which extend below 
body guide line are g, j, p, q, y. 

It requires but four single strokes, 
(two thin, and two thick) to form the 
basic part of the capital letter “‘M”’; 
the letter then is finished off with 
sharp spurs or serifs; these 
are made with the tip end 
of brush which has been 
flattened out to a sharp 
chisel edge. The reader will 
notice that the letter “O” 
extends a trifle above and 
below the guide lines. If 
this rule is not observed the 
round letters will look less 
in height in a line of letter- 
ing than the rest of letter- 
ing in the same line. 

The beginner should un- 
derstand that a Red Sable 
lettering brush will not keep 
a flat chisel edge shape un- 
less the lettering ink is 





heavy enough to hold it. When ink 
or show card colofs are thinned too 
much with water the glue binder loses 
its power. Be sure to keep the ink as 
thick as heavy cream. This can only 
be done by adding a few DROPS of 
water as the ink or color becomes too 
heavy to work properly. 

The use of fancy colored cardboard 
mats suggests a novel idea for those 
who wish a complete change in win- 
dow show cards at a small cost. Mat 
cardboard the same as used for pic- 
ture and photo framing is very much 
thicker than the ordinary 8 ply white 
cardboard but is made of material 
which is easy to cut if knife point is 
sharp and held on a slant. These 
mats may be used several times if not 
glued too securely to card; just a little 
dab of LePages glue on the back of 
each corner will hold card in shape. 


New Haven 
Alarm 
Clocks 


*Artlarms’ 


in colors 


They may be repainted and used 
several times by using a darker tint 
or color of show card ink each time. 
Many a show card which appears 
slightly soiled or the corners bent 
will look like new if framed with one 


We New 


Vollrath Ware 


Two-color Harmony 





Dexter 


Stainless 


Cutlery 


‘A 
Gift 
Suggestion 


of these mats. Before framing card 
clean with a piece of Art Gum and 
rub over well with a clean piece of 
chamois. 

The important thing to remember 
when cutting mats is to use the ex- 
treme point of pen knife which may 
be kept sharp with the aid of a small 
carborundum _ stone. The knife 
should always be held on a slant as 
this produces the bevel edge which 
sets off the mat and also renders the 
cutting much easier. Cut a trifle past 
your corners to prevent tearing sur- 
face of card when the cut out center 
of card is removed. The mats shown 
herewith were all cut free-hand with- 
out the aid of a straightedge. With 
a little practice you will be able to 
cut on a straight line without the 
assistance of arule. Ifa rule is used 
it shou'd be of metal. 

A suggéstion on the proper mixing 
of colors will be found useful in the 
following simple table: Yellow with 
a touch of blue produces green, yel- 
low and red make orange, the deeper 
the orange the more red should be 
added. Red and blue produce pur- 
ple, for a light tint add a 
little white. Yellow and 
black produce olive. Yel- 
low, black and red produce 
brown (be careful to mix 
these colors in the order 
they are given). White and 
black make grey, white and 
red make pink, white and 
yellow make cream. 





Watch for Mr. Jowitt’s 

article in the issue of 

Hardware Age for 
Nov. 29. 
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5 ~ CUSTOMERS 


There Are All Kinds of Customers, but the Repeat Customer Is the 
One to Be Cultivated. Here Are a Few Hints on the Subject of 


Creating Repeaters 


USTOMERS are privileged characters. Custom- 
C ers make the business world go around. If there 

are no customers for a product it will cease to be 
made. Business without customers is an impossibility. 

We are all customers—constantly in the market for 
some article or other. Door to door canvassers, the mer- 
chants on Main Street, the city stores, all beckon us to 
help swell their sales. 

Those of us who are in business appreciate the real 
value of a customer. A customer cannot be bought. 
He must come to us of his own free will. He may be 
first attracted to us by some article that we advertise 
that answers his needs, or by personal friendship for 
somebody that works in the store, or by a good word of 
some satisfied customer, or by various other things. 


Many Kinds of Customers 


There are a good many different kinds of customer. 
There is the invoice customer who comes in to look over 
your goods and to get your price. He goes to every 
store in town—and in this motorized day—probably to 
stores for miles around “comparing prices.” He buys 
where he can save a dime and does not count his gasoline 
or his time worth anyihiug. He takes up your time 
and stretches to the breaking point your resolution never 
to be rude to a customer. What would you give to be 
able to forget—for just half an hour—that old cheap- 
skate belongs to the hallowed class—your customers! 

There is the Bottom Dollar Customer. He insists 
upon knowing “What is the least dollar will buy it,” 
assuming that you will sell to him a little cheaper than 
to anybody else. His twin brother is the Wise Cus- 
tomer. 

This type has a brother-in-law or a second cousin in 
business and for that reason knows just what your 
goods costs you, and can tell you to the penny just what 
you ought to sell for. He can give you a lot of advice 
about the way you ought to manage your business— 
pointers to which you must lend a willing ear because the 
adviser is a customer. 

There is the Argumentative Customer, who contends 
that the tariff is too high; that the farmer is directly 
supporting the traveling salesman; that the labor unions 
control the price of farm produce. You can do nothing 
more than listen, smile and agree. The caller will be 
in the market for a silo in the spring, you gather, and 
make a mental note of the fact. 

There is the Haranguing Customer, who is never 
pleased with the goods he has bought from you. Some- 
thing is always wrong! Transactions with him are one 
long series of adjustments, service and rigid self- 
discipline in a futile attempt to remember that grand old 
slogan, “The customer is always right!” 

There is the customer who knows what he wants and 
about what he can afford to pay. He makes his choice 
quickly, and if there is a complaint from him it is a just 
one. He does not always buy, but you are always glad 
to see him. 


There is the Four-flusher Customer, who comes roar- 
ing in to ask for a special discount on half a carload of 
goods on cash terms and meekly ends by buying a piece 
or two and asking for credit on those. 

There are the Boy and Girl Customers, who come in 
with their little problems or on errands for their parents. 
Many a grown-up customer today was the tow-headed 
boy who a few years back pestered the life out of you 
buying two cents’ worth of nails. The little girl who 
asks over and over again to be shown the toy baking set 
may one day be mistress of the finest house in town. 
Not only will boys be men, but before we know it some 
of them will have tremendous buying power. 

There is the New Customer, about whom we make a 
great deal of fuss. It does mean something, of course, 
to have a new purchaser for our wares. But the country 
merchant would starve to death if he depended upon the 
casual buyer. 

It is to the small town’s real source of revenue that 
the most of us must look—to the Repeat Customer. He 
buys from you over and over again; he sends others to 
your store. He has confidence in you and trusts you to 
make him the right prices. He has a warm personal 
regard for you; he likes to come into your store. 

It should be your earnest aim to make of every new 
customer a Repeat Customer. Your problem is to treat 
your customers all fairly. It will not do to treat them 
all alike because they will each react so differently to the 
same treatment. A business man needs to be a keen 
student of people; he must be able to read aright the 
emotions that register on their faces. 


Making Repeaters 
' For making a Repeat Customer there is no better 
recipe than the simple one of the golden rule of sales- 
manship, ‘Treat your customers as you yourself would 
be treated when you are a customer.” 

You like to be treated courteously; you like to have 
the clerk listen respectfully to your ideas of good goods; 
you like to have him try to find you what you want; you 
like to be shown a representative number of pieces. 
How you hate to have him insist that you take some- 
thing that he says “will do just as well” as the exact 
article or color or style that you came in to buy! 

You don’t mind having the merits of a new thing 
pointed out to you; you don’t mind having the clerk 
tactfully lead you to say, “Well, I don’t know but this 
will suit me just as well as the brand I had in mind.” 

Customers—even you—are all mulish enough that they 
object to being forced. 

And, back of it all, particularly in rural communities, 
we all like to be made feel that we are important. We 
like to be remembered and called by name. Even though 
we know that our chief value to a concern is our buying 
power, we like to be made welcome in their place of 
business. And we don’t like to be slighted when we are 
met on the street and have for the moment slipped out 
of the character of “customers.” 
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Here’s the crowd outside the store of The United Hardware Co., waiting for the opening aluminum ware sale 


$3,000 Worth of Aluminum Ware 
Sold in 38 Minutes 


The United Hardware Co. Has Found That Sales Leaders Attract 
Attention, Stimulate Sales and Build Good-Will 


AVE you ever sold and delivered $3,000 worth of 
aluminum ware in less than forty minutes? Hard- 
ware dealers will be interested in the sales record 

made by The United Hardware Co. of Grand Junction, 
Colo., at a recent opening celebration. 

This concern advertised aluminum ware for a one- 
day sale at a slightly reduced selling price. The sale was 
well advertised and thirty-eight minutes after the store 
opened the stock of aluminum items had been entirely 
sold. 

Opening Sale Was Well Handled 


In these days when price cutting and chain store com- 
petition occupy a prominent place in the merchandising 
of hardware, efforts and plans to combat and compete 
these problems are of particular interest. The United 
Hardware Co. stimulated sales, created good-will and 
gave its customers an opportunity to secure quality 
merchandise at special prices. : 

The sale on the opening day of the new hardware 
store was well handled. The merchandise to be featured 
was placed in the front of the store on cases, shelves and 
tables. Customers were admitted through the front 
door and ushered out through a side door. They se- 
lected the items desired and took them down to an aisle 
Tunning toward the side door. At the head of the aisle 
were two employees. One had an adding machine to 
record sales and the other called out the prices and 
checked the items. At the end of the aisle were two 
cashiers. In order to give an idea of how fast money 
was taken in on that morning, it is stated that each 


cashier had a washtub and that all the money was thrown 
into the tubs, as there was no time to do any extra 
recording. 

When all the aluminum ware on sale had been sold, 
the clock pointed to thirty-eight minutes after opening 
time, and the washtubs held $3,000. What a morning! 


Weekly Special Shown on Tuesday 


Due to the success of this sale the company has con- 
tinued to use sales leaders in order to attract attention, 
increase sales and build good-will. . 

Each Tuesday morning some item is placed in the 
window and plainly marked for Saturday sale, priced at 
about 10 to 15 per cent above net cost. This item can- 
not be purchased at the reduced price before or after 
Saturday. By using one window for displaying the 
weekly sales leader the company has caused its cus- 
tomers to watch this window each week in order to see 
what the special may be. 


Saturday Sales Well Attended 


About a year was needed to build up confidence in 
these Saturday sales. The people of Grand Junction 
were skeptical about the merchandise on sale and the 
task of convincing them was not easy. Today the Sat- 
urday sales are well attended. The company reports 
that it has been worth the effort, for each Saturday new 
customers come into the store and approximately 20 per 
cent of the day’s customers purchase merchandise in 
addition to the sales leader. 
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Dangers in Employment Contracts 


By Albert Woodruff Gray 


IE value of simplicity, not only in contracts of 

employment but also in any other contract or legal 

condition, cannot be too strongly emphasized. It 
is true that the attainment of a brief and clear statement 
of dhe meaning and wishes of those concerned is much 
more difficult than a long and involved mass of legal 
phrases from which the court itself, unbiased and dis- 
interested as it may be, is oftentimes unable to decipher 
the true meaning. 

Were every employment contract simply that the em- 
ployer would pay a certain agreed amount, based on the 
time consumed or work accomplished by the employed, 
there would be no reported decisions instead of the hun- 
dreds and thousands that now exist, monuments to at- 
tempts by judges and litigants to ascertain the just 
amount of wages to be paid to just that many employees. 

The adoption of such simple agreements in instances 
of the more skillful and better trained employees is 
under most circumstances impracticable. The employer, 
who requires a man to fill a responsible position, re- 
quires as well the assurance that this employee will con- 
tinue in his service after he has accustomed himself to 
the work sufficiently to render a fair return in services 
for the salary paid, which cannot be expected at the 
beginning of the employment. On the other hand, a 
highly paid man will not leave a position he has held for 
a long time, and which he has every reason to antici- 
pate retaining, for a new situation that may be only 
temporary. 


Definite Period of Time Contracts 


To avoid just these conditions, contracts of employ- 
ment for a definite period of time are entered into, giv- 
ing to both employer and employed the assurance of a 
permanent arrangement that is lacking in agreements 
that are indefinite as to the length of time of the em- 
ployment or the so-called “hiring at will” contracts. By 


. . . ‘ 
such an arrangement, if the agreement is justly adhered 


to by both parties, there is a permanency in the relation- 
ship that would otherwise not be obtained. 

At the point, however, where a more complicated 
arrangement is substituted for the simple “hiring at 
will” contract, misunderstandings, with the inevitable re- 
sult of lawsuits, creep in. Both parties to the contract 
may be absolutely honest and with every intention of 
being equally as fair, but certain of the conditions and 
terms of the contract will almost unavoidably be left to 
inference. Later, when these oversights have brought 
forth misunderstandings and consequent distrust, it is 
too late to hope that what “I supposed” or what “I 


thought” will restore the confidence in each other that 
is a prime necessity in all business transactions, and 
which, once lost,’all the contracts and laws in the world 
cannot restore. 

One of the stipulations in a contract of employment 
that is most provocative of trouble is the length of time 
of the employment. The temptation is always to avoid 
obligation on one side, and at the same time impose cer- 
tain obligations on the other party. Particularly is this 
true in the understanding between the parties of the 
period of time that the relationship of employer and 
employee is to endure. Between two and three cen- 
turies ago, to cure this idiosyncrasy of human nature, the 
English Parliament passed a law that any employment 
contract that could not be performed within a year from 
the time it was made must be in writing, and that if it 
was not, and the contract was oral or could be shown 
only by word of mouth,,such a contract was not only 
unenforceable but void. 


The Year’s Employment Agreement 


That law is the law today and was the law 100 years 
before the American Revolution. It must also be borne 
in mind that the year referred to is the year from the 
time of the making of the contract and not a year’s em- 
ployment, if that employment is to commence in the 
future. In other words, if a man is hired on the first 
of the month to work for a year and is to begin work at 
once, such an agreement need not be in writing since it 
will be fully performed within a year. On the other 
hand, if the employee is hired for a year, but is not to 
begin work until the following week or month, the agree- 
ment is worthless unless the entire agreement is in 
writing. 

This law applies, however, only to contracts of hiring 
that by their terms cannot be completely performed or 
cannot be terminated within a year. A contract, for in- 
stance, that provides for the termination of the period 
of employment upon the sale of the business, upon a 
certain number of days notice or upon any one of count- 
less contingencies, may possibly be ended by the act of 
one or both of the parties in a manner they have pro- 
vided in the contract itself, before the end of the year. 

Many times we may be inclined to smile at what seems 
unnecessary precautions in the old laws and statutes. 
More often, however, the smile would carry longer real 
pleasure if, in spite of our amusement, we gave these 
old guides of business conduct the consideration that is 
justly due them and put on paper at least the substance 
of our agreements. 








ALBERT WOODRUFF GRAY, well known New York lawyer, is writing exclusively for HARD- 

WARE AGE aa series of articles dealing with legal questions which present themselves in every 

day business transaction. Mr. Gray is a product of the small community and is familiar with the 

difficulties encountered by the retail merchant in coping with legal questions such as he will 
discuss in this series. 
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Making the Most of Christmas 
Advertising Possibilities—Right Now 


going to have a chance for making Christmas sales. 
Will you make the most of your possibilities ? 

As is customary and fitting, all of us hardware deal- 
ers are telling our customers in one way or another 
“Shop Early,” and this is really excellent advice, for it 
helps them and it helps all of us. 

Two keynotes of holiday advertising come to my mind 
at this time, based largely on the eminently satisfactory 
sales-producing results we are having in our radio de- 
partment and because these two features seem to be 
applicable to so many other lines found in the average 
hardware store, perhaps they may merit some atten- 
tion. 

We have found two things to be true in our radio 
sales. 

Both of them produce customers. 

One is ample display. 

And the other is the use of counter folders and book- 
lets. 

Now I know these two topics may seem so very ob- 
vious as to call for no explanation or discussion, but, at 
the same time, we frequently hear that “there is nothing 
new under the sun” and it sometimes seems to be the 
case, and the common, ordinary thing, when actually 
done, can deliver the goods. 

As to displays, we have found from experience that 
folks like to have things right out where they can see 
them and touch them. 

We learned this from our early experiences with ra- 
dio sets and now, starting at the front entrance, all along 
one side of the store we have a series of specially made 
oak tables. 

The first two just by the door are devoted to radio 
sets, with the larger console models grouped around 
them. 

Next comes a table of items of distinct interest to 
every home-loving housewife—electric lamps with pretty 
shades, vases, bowls, brass ware, pottery and the like. 
Each item has a price tag or label with the price marked 
on it. 

And the next series of tables are given over to a pop- 
ular priced line of merchandise placed in over-locking 
trays, each tray carrying a price card pertaining to its 
merchandise contents. 

We positively find that these features are real sales- 
men for us. A customer sees something of interest. She 
picks it up and examines it, noting its price, and if it 
interests her and the price is agreeable, she frequently 
brings it to the counter and asks that it be wrapped for 
her. « 

Thus a sale is made—and with little effort on our 
part. 3 

In this day of competition from so many sources, in- 
cluding a thousand-and-one new ones by mail order, 
all of us hardware dealers can take a wise tip from the 
display methods introduced and used so successfully by 
the five and ten cent stores. 

_And particularly at this holiday season of Christmas 
gift purchases. 


pins now until the day before Christmas, you are 








Seeing is selling. 

You will find in your own holiday stock ever so many 
fairly small articles which can thus be displayed on 
tables or counter tops, with prices plainly marked, and 
if you have never tried this plan, I am sure you will be 
pleasantly surprised at the extra sales you can easily 
make. 

Many goods come to us in attractive cartons. 

Some of them, in neat, bright colored labels or indi- 
vidual boxes are packed in good-looking container- 
cartons—one dozen to the carton. 

Just get these displays working on your counter top 
at once. 

Here’s an example. 

One day last week, we received a shipment of two 
dozen such items—a household article which had never 
been a particularly fast seller. 

I marked the price plainly on the container-carton, 
placed it on the top of our glass display cases and 
inside of three days, exactly half of the order had been 
sold. I figure that most of these purchases went to 
purchasers who saw the display and thought they ought 
to have one of the items. It must be so, judging from 
the previous infrequent demand for the same thing in 
another brand which does not come to the dealer in a 
display and which he must consequently place with his 
shelf or cabinet goods. 

It’s so simple to get a hundred and one items of 
Christmas appeal right out in plain sight and it’s a mighty 
fine feeling to observe the frequency of their departure 
from your store to the accompanying sounds of a cash 
drawer tinkle and click. 

This matter of displays is the best part of our sug- 
gestion, for it positively does bring prompt cash results. 
And the other is on the order of planning for future 
sales. , 

Counter folders, booklets and circulars. 

These booklets, often in holiday garb, are to be had 
from many manufacturers who are only too glad to 
furnish them for the mere dealer request, and all im- 
printed at that. ‘ 

You have doubtless found that many customers have 
not definitely made up their minds as to just what they 
want to purchase for Christmas gifts. 

A booklet handed to a customer, wrapped with a parcel 
or in the case of larger items, like a radio set—mailed 
direct to the customer, often serves as a distinct basis 
for a future sale. 

I know it does operate this way for the reason that 
comments have been made to us, indicating that these 
booklets have been read and that family discussions 
have followed, ending in sales checked against this type 
of advertising. 

I have in mind one very prominent concern extremely 
well known in its line whose advertising manager not 
long ago informed me that more than a million and a 
half dollars would be spent this year in its advertising 
total. This same concern has print orders for these 
dealer help booklets and circulars which run into the 
many-millions of pieces and you can be sure they are 
not doing this for fun. 
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CLERKS’ CONTEST 


Cash Awards of $100, $50 and $25 to Retail Hardware Salesmen 
for Best Letters on Subjects of Their Own Choosing 


EALIZING that the hardware clerks of today are the hardware mer- 
chants of tomorrow, Harpware AGE is interested in obtaining the 
viewpoints of the men and women behind retail hardware counters. 
We want to know what they think about the hardware business; about 

their jobs; about the merchants for whom they work; about running a hardware 
store; about store meetings; about anything and everything that is of interest to 


retail hardware salesmen. 


We are therefore offering cash awards for the three best letters, written by 
actual sales persons in retail hardware stores, along the lines suggested in the first 


paragraph. 


The grand prize will be $100 in cash. 
The second prize, $50. 
The third prize, $25. 


The three winning letters will be published in Harpware Acre. If Harpware 
AcE decides to publish any of the letters submitted which have not won prizes, it 
will send the writers of such letters $5 for each letter so published. 





RULES OF THE CONTEST 


1. Each contestant must be an actual sales em-’ 


ployee in a retail hardware store. 

2. Each letter must be written by the sales em- 
ployee who submits it, without any outside assist- 
ance. 

3. Letters must be written on one side of the 
paper only. (Typewritten letters preferred, but 
not obligatory.) 

4. Letters will be judged on the basis of inter- 
est and the ideas expressed, and not on the basis 
of penmanship or grammar. 

5. Each contestant may submit as many letters 
as he wishes, but not more than one prize will 
be awarded to any one contestant. 

6. Contest opens November 8, 1928, and closes 
December 30, 1928. Awards will be made on or 
about January 15, 1929. 


7. All letters must bear the name and address 
of the contestant, and the store in which the con- 
testant is employed. (While we would prefer to 
publish letters identified by the writer’s name 
and store affiliation, this information will be 
withheld from publication if the contestant so 
specifies. ) 

8. The judges of the contest are: 

Llew S. Soule, Editor, Harpware AcE. 

Saunders Norvell, Contributing Editor, 
Harpware AGE. 

R. J. Atkinson, Past President, National 
Retail Hardware Association. 


9. All letters must be addressed to Clerks’ Con- 


test, Harpware Ace, 239 West 39th Street, 
New York City. 
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Hollingshead Co. Discontinues 
Direct Selling to Retailers 


After more than thirty years of success 
in selling direct to the retail trade, The 
R. M. Hollingshead Co., Camden, N. J., 
manufacturer of chemical products for 
automobiles, has announced the adoption 
of a change in sales policy. In the future 
the Whiz products, manufactured by the 
company, will be sold through distributors. 





R. M. HOLLINGSHEAD 


This change in sales policy has been un- 
der consideration for the past eight months 
in selected territories throughout the 
United States, where sales have been en- 
tirely through wholesalers with results mu- 
tually beneficial to the distributors and 
the manufacturer. 

In announcing the new sales policy, R. 
M. Hollingshead, president of the corpor- 
ation, gives as the basic reason for its 
adoption the need of quick and efficient 
service which can be more satisfactorily 
performed by wholesalers. 


J. C. Lindsay Hardware Co. 
Distributes Neptron Tubes 


James C. Lindsay Hardware Co. has 
been appointed Pittsburgh district distrib- 
utor of Neptron radio tubes, manufactured 
by the Neptron Corporation, a subsidiary 
of the Hygrade Lamp Co., Salem, Mass. 


Eric H. Edstrand Joins David 
Lupton’s Sons Co. 


Eric H. Edstrand, formerly of the W. 
C. Heller & Co., Montpelier, Ohio, has 
joined the sales department of David Lup- 
ton’s Sons Co., Philadelphia, Pa., and will 
devote his time to marketing Lupton steel 
store equipment. 


Billings & Spencer Directors 
Approve of Reorganization 


Plans for the re-organization of The 
Billings & Spencer Co., Hartford, Conn., 
Were approved and adopted recently by 
the company’s board of directors. For some 
time it has been apparent that for the com- 
Pany to develop and expand as expected, 
new organization and new capital were 





needed. The directors have approved of 
a refinancing plan to yield approximately 
$1,000,000 in cash for the retirement of 
all bonds and notes. 

David J. Post has become chairman 
of the board, F. C. Billings is president 
and A. H. Deute is vice-president and gen- 
eral manager. 


New Sales Policy Announced by 
The Coleman Lamp & Stove Co. 


An important announcement to the hard- 
ware trade was recently made by Charles 
E. Parr, general sales manager of The 
Coleman Lamp & Stove Co., Wichita, 
Kan., who stated that the new models of 
the Coleman Instant-Lite lamps, lanterns, 
irons, stoves and heaters are to be sold 
only through hardware and sporting goods 
dealers and general stores with recognized 
hardware departments. 

Mr. Parr explained that at the present 
time more than 95 per cent of the sales of 
the company are made through the above 
channels and that he considers these classes 
of distributors entitled to this protection. 
All hardware jobbers selling Coleman prod- 
ucts have been asked to cooperate in this 
new selling plan and their ready accept- 
ance indicates their approval of the pro- 
position. 

In the early days Coleman lamps were 
marketed through any retail store selling 
kerosene lamps. However, for many years 
the company has concentrated its efforts on 
legitimate and hardware channels of dis- 
tribution. This new policy does not for the 
present affect the distribution of the regu- 
lar models of Quick-Lite lamps and lan- 
terns. 


E. I. duPont de Nemours & Co. 


Announces Personnel Changes 


J. J. Moosman, division manager of the 
Chemical Products Div. of the E. I. du- 
Pont de Nemours & Co., Wilmington, 
Del., has been appointed assistant gen- 
eral manager of the Paint, Lacquer and 
Chemicals Dept. of the company, succeed- 
ing the late J. W. Elms. Mr. Moosman 
has been with the company since 1899 
and since 1922: has been connected with 
the Chemical Products Division. 

The company has announced that, effec- 
tive Nov. 1, the Chemical Products Div. 
will be operated as two divisions, with 
E. M. Flaherty as division manager at 
Parlin, N. J., and G. A. Staples as divi- 
sion manager at Detroit. Both Mr. 
Staples and Mr. Flaherty have been affili- 
ated with the company for many years. 


Shufro Heads Credit Association 


Harry L. Shufro, owner of the Center 
Hardware Co., West Roxbury District, 
Boston, Mass., and of a branch store in 
Roslindale, has been elected president of 
the Hardware Protective Association of 
Boston, a recently organized project for 
the establishment of a credit reference 
system. 








es Gunn and Ike Alkon Form 
Gunn-Alkon Co. in Boston 


John F. Gunn and Ike L. Alkon have 
formed the Gunn-Alkon Co. at 28 Binford 
St., Boston, Mass., and will act as manu- 





XM 


IKE ALKON 


J. F. GUNN 


facturers’ representatives in the New En- 
gland States. Three men will call on the 
trade in this territory for the Gunn-Alkon 
Co. 

Both Mr. Gunn and Mr. Alkon are ex- 
perienced hardware men and are well 
known in the New England territory. At 
the present time the company is repre- 
senting the Skillman Hardware & Mfg. 
Co., Trenton, N. J.; W. E. Bruner & Sons, 
Heber Springs, Ark.; F. W. Prentice & 
Co,. Adrian, Mich., and the Shelby Metal 
Products Co., Shelby, Ohio. 


L. L. Munn Recently Married 


Loyal L. Munn, vice president and ac- 
tive manager of the Arcade Mfg. Co., 
Freeport, Ill., was recently married to 
Edith Bengston of Freeport. They are 
to be at home after Dec. 1 at 511 
W. Stephenson Street, Freeport. 





Will Tom Carrel Win? 


Is He the Oldest Salesman in 
Length’ of Service or Age Still 
Actively Selling His Line? 


If Mr. Carrel qualifies for either record 
he will be a guest of honor of the 
National Traveling Salesmen’s Founda- 
tion at a banquet in New York City, 
December 4, with all traVeling and other 
expenses paid by this organization. This 
banquet inaugurates a drive for a 
$3,000,000 home for aged, indigent and 
incapacitated traveling salesmen, Harp- 
WARE AGB would like to see a hardware 
salesman qualify for one or both awards. 
During the 1927 convention of the Cali- 
fornia Retail Hardware Association it 
was announced that Tom Carrel was 80 
years old and had traveled for Thomson- 
Diggs Co., Sacramento, Cal., hardware 
jobbers for fifty-eight years. To learn if 
Mr. Carrel was still active, we wired his 
sales manager, A. E. Goddard, whose in- 
spiring reply by wire was as follows: 
“Tom Carrel is sure active and in the 
harness. He just closed a sale this morn- 
ing for carload of sheets and plates with 
one of our good customers.” 

We congratulate Mr. Carrel and his 
house and wish him luck in qualifying for 
an honor post at the New York banquet. 

This gives Mr. Carrel a score of 81 years 
of age and 59 years of service. Can any 
other hardware salesman still active equal 
this record? Let HARDWARE AGE know. 
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Fraim-Slaymaker Co. Appoints 
Pacific Coast Sales Agent 


The Fraim-Slaymaker Hardware Co., 
Inc., manufacturer of locks in Lancaster, 
Pa., announces the appointment of J. B. 
Lippincott Co., San Francisco, Cal., as its 
western sales agent. 

J. B. Lippincott will act for the company 
personally in the capacity of Pacific Coast 
sales manager. He is assisted by J. R. 
McKee. Branch offices of the Lippincott 
company are located in Los Angeles, El 
Paso and Seattle. 


Federal Radio Corp. Appoints 
Bunnell-Stevens Co., Inc. 


The Federal Radio Corp., Buffalo, N. Y., 
has completed arrangements with Bun- 
nell-Stevens Co., Inc., Binghamton, N. Y. 
who will act as wholesaler for Federal 
radio receiving sets in the Binghamton 
trading area. 


Stevens & Rathkey, Inc., Portland, Ore., | 


has also been announced as a distributor 
for Federal sets. 


Landers, Frary & Clark Award 
Contract for New Addition 


Landers, Frary & Clark, New Britain, 
Conn., recently awarded a contract to a 
Boston contractor for the design and 
construction of a new one story enamel- 
ing building, 100 by 123 feet, made of re- 
inforced concrete. 


An Improved V-W Ventilator 
The V-W Ventilator Co., A. I. U. Build- 


ing, Columbus, Ohio, has made several im- 
provements on its V-W Ventilator and has 
also placed on the market a new sash rail 
ventilator. 

















The former window ventilator fitted in 
the inside window channel and would not 
permit the window to entirely close with- 
out first removing the ventilator. The new 
window ventilator fits in the outer window 
channel and thus eliminates the former 
objection. 

To prevent dirt, rain, and snow from 
entering, there is a strip of weather-strip- 
ping across the top of the ventilator which 
fits flush with the window. The ventilator 


| 





Construction is now under way and it 
is expected that the building will be com- 
pleted soon after the first of the year. 


Butterworth Will Address 
Western Assn. Convention 


H. J. Hodge, secretary of the Western 
Retail Implement & Hardware Association 
announces that William Butterworth of 
Moline, Ill., president of both Deere & Co. 
and the U. S. Chamber of Commerce, has 
accepted an invitation to address the open- 
ing session of the 40th anniversary conven- 
tion of the association on Jan. 15, 1929, in 
| Kansas City, Mo. Mr. Butterworth is 
| now living in Washington, D. C., but will 
come to Kansas City for the express pur- 
pose of talking to the implement and hard- 
ware men of the southwest. 








R. T. Pierson a Director of 
The Bremer-Tully Mfg. Co. 


The Bremer-Tully Mfg. Co., of Chi- 
cago, Ill., has recently announced the elec- 
tion of R. T. Pierson to its board of di- 
rectors. 

Mr. Pierson is widely known in the tele- 
phone industry through association with 
the Western Electric Co. and the Strom- 
berg-Carlson Co. He is best known in 
the radio field as president of the Hazel- 
tine Corp. and chairman of the board of 
Independent Radio Manufacturers, Inc. 


has the well-known R-shaped louvers which 
allow fresh air to enter at all time without 
draft, dirt, rain or snow. 

The sash rail ventilator is permanently 
fastened into the top and bottom of the 














window frame. It is particularly adapted 
for schools, office buildings, and hospitals, 
where a permanent fool-proof ventilator 
is necessary. It, too, has the patented 
R-shape ventilating louvers. 


The Porter Shear Cutter 


The power of a bolt clipper and the 
cutting action of a shear are combined in 
the new Porter Shear Cutter, recently in- 
troduced by H. K. Porter, Inc., Everett, 
Mass. 

This tool is said to be capable of cut- 
ting with comparative ease flat bar steel 
up to 1% by 9/32 in. or wire rope up 





to 5% in. in diameter. It is a portable tool, 











Clemson Bros. Inc. Issues 45th 
Anniversary Card 


To commemorate its forty-fifth anniver- 
sary, Clemson Bros., Inc., manufacturer of 
“Star” hack saw blades in Middletown, 
N. Y., prepared and mailed to its friends 
and customers an attractive anniversary 
announcement. The card says: “We . 
tend to you our cordial greetings and sin- 
cere good wishes for your happiness and 
prosperity. In celebrating this important 
milestone in our history, we honor what 
is best in ourselves, our friends and our 
associates. We feel that this occasion af- 
fords special opportunity to give thanks for 
the loyalty of those friends and the inspir- 
ation it has been to us during so many 
years.” 


Belcher & Loomis Retail Dept. 
Moves to Company’s New Home 


On Nov. 1 the Belcher & Locmis Hard- 
ware Co., Providence, R. 1, moved its 
retail business from the old-established 
stand on Weybosset Street, where it was 
located for many years, to the company’s 
new home at 122-130 West Exchange 
Street. The new plant extends through 
to 28 Mason Street. 

The consolidation of this department 
with its wholesale gives the company one 
of the most complete jobbing and retail 
stores in New England. 


occupying no more space than a bolt clip- 
per. It embodies the same power multi- 
plication principle of lever and toggle joint, 
which is used in all Porter models. 

The Porter Shear Cutter has been de- 





signed to do the work which heretofore 
could only be done with a hacksaw or with 
bench or power tools. 
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A New Type Seat Adjuster 


The Turner Mfg. Co. of Kokomo, Ind., 
recently announced an entirely new type 
of seat adjuster for coaches and two-door 
sedans, which permits the driver or pas- 
senger to change the position of seat in- 
stantly without getting out of the car. 





This product consists of sturdy malleable 
castings which are attached to the floor 
brackets with sliding shoe that permits seat 
to be shifted either forward or backward 
within a maximum range of 5 in. A ro- 
tating arm also permits the driver to tilt 
seat backward if desired. 

Adjustment can be made without get- 
ting out of seat, simply by loosening two 
large thumb screws at side, and pushing 
seat either forward or backward with body 
until it is in the desired position. Thumb 
screws are then tightened and seat re- 
mains stationary. 

This product is offered in two models: 
One for the Model A Ford Tudor sedans, 
and another model for Chevrolet, Oldsmo- 
bile, Pontiac, Oakland and Chrysler. 


United Electrical Mfg. Co. 
Appoints New Distributor 

The United Electrical Mfg. Co. of 
Adrian, Mich., has appointed The Manu- 
facturers Distributing Company of 40 
Worth Street, New York City, distributors 
of the Eskimo brand of electric fans, 
kitchen mechanics, hair dryers, ventilators, 
etc. 

The territory covered by the Manufac- 
turers Distributing Co. will include New 
York State, the metropolitan district of 
New York, New Jersey and the New Eng- 
land States. 


New Rifle Shooting Booklet 


Beginners in rifle shooting will be in- 
terested in a recently published booklet 
called “Small Bore Rifle Hand Book.” 
This has been prepared under the direc- 
tion and published by the Sporting Arms 
and Ammunition Manufacturers’ Institute, 
103 Park Avenue, New York City. 

It gives the principles on which good 
marksmanship is based, without a knowl- 
edge of which many delays and difficulties 
would lie in the path of the beginner. 
Equipment, marksmanship, aiming, the 
firing position and the trigger squeeze are 
carefully explained. Targets and rifle 
Tanges are reviewed completely. 

The booklet is confined largely to small 
bore shooting, which is said to be a clean, 





manly, invigorating sport for men or boys. 
Copies of this booklet can be had on re- 
quest to the Institute. 





Two New Lockwood Locksets 


Two new designs of locksets have been 
placed on the market by The Lockwood 
Mfg. Co., South Norwalk, Conn. 

One of these designs is known as the 
Darien, made in wrought bronze or brass 
metal. The same set in wrought steel 
plate is known as the Compo design. The 





other design, known as Lyons—hammered, 





has a hammered effect and is made in | 


wrought bronze, brass or wrought steel. 





Both of these sets are equipped with 
glass knobs, which add greatly to their 
pleasing appearance. 


Alcohol Gas Stove and Oven 


W. M. Sample Co., Inc., Muncie, Ind., 
is manufacturing the ‘‘Kookorbake” safety 


gas stove and oven, which can be used as | 





a portable home or camp stove. This stove 
uses denatured alcohol as fuel and starts 
with the light of a match. It is said that 
no pump or tank pressure is needed, as 
the burners operate from gravity feed. 
There is a burner space 7 by 7 in. on 
which can be used medium sized utensils. 








An oven is provided which fits on top 
of the burners. The top of the stove 
makes a warming shelf, and the oven gives 
a hot surface that will operate a perco- 
lator while baking or toasting is being 
done inside the oven. Weight complete 
with oven, 8 Ib. The stove is made of 
nickel steel that will not tarnish or rust. 
The back wall contains a quart size alco- 
hol tank, feeding the burners, which con- 
sume from 2 to 4 oz. of alcohol an hour, 
according to the amount of heat required. 

The stove will not burn gasoline or kero- 
sene. This is said to eliminate the possi- 
bility of an explosion. 


New Stanley Electric Drills 


The Stanley Rule & Level Plant, New 
Britain, Conn., announce six new electric 
drills to supplement its line. The new sizes 
include No. 382, %-in. Heavy Duty; No. 
121, %4-in. Standard Duty; No. 582, 5¢-in. 
Heavy Duty; No. 341, 34-in. Standard 
Duty; No. 342, 34-in. Heavy Duty, and 





No. 781, 7-in. Standard Duty. The addi- 
tion of these new sizes now means that 
Stanley electric drills include all sizes from 
4-in. Standard Duty to 7%-in. Standard 
Duty. 

The same distinctive features that have 
characterized Stanley drills appear in these 





new sizes. A graceful compact design 
which reduces the weight of the drills to 
a minimum. This smooth design eliminates 
projections which collect dirt and grease, 
and reduces to a minimum the chances of 
breakage if the drill is accidentally dropped. 
The chuck key is held in a convenient 
holder in the gear housing. 

It is said that severe tests have proved 
that these new drills have plenty of re- 
serve power and will perform satisfactorily 
on production work within their rated 
capacity. 
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Washington News Letter 


Hoover Election May Mean Extra Session of Congress—Rules of 
Business Conduct Adopted by Paint, Varnish and Lacquer Trade— 
“Retailer and Consumer in New England,” New Pamphlet Issued 


(Washington Bureau of HARDWARE AGE) 

The election of Herbert Hoover as 
President of the United States may 
mean the calling of an extra session of 
Congress. It likely would convene im- 
mediately after the regular session, 
which begins next month and expires on 
March 4, marking the end of the pres- 
ent Congress and of the Coolidge ad- 
ministration. The new Congress, how- 
ever, will be made up of many of the 
present incumbents and will have a 
working Republican majority in both 
branches, a fact which indicates 
smoother relations between the White 
House and the legislative branch than 
would be the case if President-elect 
Hoover had to contend with a Demo- 
cratic majority or a narrow Republican 
margin. The prospects of an extra ses- 
sion are based on Mr. Hoover’s cam- 
paign pledge to the farmers that he 
would call such a session to work out 
legislative relief if no action were taken 
in this direction at the session which 
begins in December. Inasmuch as no 
such legislation seems probable, signs 
indicate that Mr. Hoover will be re- 
quired to take up the task with Con- 
gress as soon as he takes the oath of 
office. It is not believed there would 
be much other legislation at the special 
session, though there is now consid- 
erable pressure for certain tariff modi- 
fications and other legislation. But on 
this point it is not believed that Mr. 
Hoover would be favorably disposed 
except perhaps in a few instances. It is 
plain that he would not permit con- 
tinued tariff tinkering which would 
cause disturbance to business. His 
campaign denoted this fact without the 
slightest doubt. 
of his “talking points” as an answer to 
Smith’s proposed piece-meal tariff 
changes through a so-called non-parti- 
san tariff commission. 

It is manifest both from the size of 
the vote given him and the reassur- 
ances received from business interests 
during the campaign that Mr. Hoover 
will enter the Presidency under splendid 
auspices. Business, as a matter of fact, 
refused to get disturbed during the cam- 
paign, and now that the election is over 


it is even more confident of the future. 
7” + cd 


Commercial bribery as a trade prac- 
tice is declared to be unfair competi- 
tion, and is condemned as such by the 
paint, varnish and lacquer industry of 
the United States and by the Federal 





Actually it was one | 





by Commerce Department 


By L. W. Moffett 


Trade Commission. Rules of business 
conduct adopted by the paint, varnish 
and lacquer industry at a trade prac- 
tice -conference held last August, at 
which 60 per cent of the industry, based 
on volume, was present, have been acted 
on by the commission. The first rule, 
covering commercial bribery, and two 
other rules, were affirmatively approved 
by the commission. In the first rule 
the industry agreed not to “permit the 
secret gift of any commission, gratuity 
or other thing of value to employees 
of concerns to whom we sell; and we 
further agree not to allow our sales- 
men expense money for any other pur- 
pose than for legitimate expenses, and 
not to permit any funds to be dispensed 
in any illegal way to influence busi- 
ness.” Members of the industry further 
agreed “to permit the Federal Trade 
Commission or its duly authorized 
agents, at all reasonable times, to have 
access, for the purpose of examination, 
to any of our records which may be 
necessary for investigation of commer- 
cial bribery, without resort to legal 
process.” 

The second and third rules, dealing 
with misleading advertising and mis- 
branding, were also affirmatively ap- 
proved by the commission. Three other 
rules were accepted by the commission 
as expressions of the trade. One such 
rule provided that a special committee 
of five persons be appointed from the 
industry by the president of the Amer- 
ican Paint and Varnish Manufacturers’ 
Association, Inc., to confer with the 
commission for the purpose of putting 
these resolutions in effect. A second 
rule was to the effect that the commit- 
tee of five be also authorized to seek 
ways of eliminating misbranding and 
adulteration of products. 

A third rule accepted as an expres- 
sion of the trade called upon the com- 
mission to prosecute without delay all 
pending investigations and proceedings 
involving the practice of commercial 
bribery to the end that the outstanding 
orders be observed and enforced, cus- 
tomers protected and honest conditions 
of competition be enforced and main- 
tained. In respect to this last ruling 
the commission announced that it will 
be governed by its statutory duty to 
proceed in any individual cases only 
as the public interest may require. 

* oe * 

A sufficient number of signed accep- 

tances, numbering at least 80 per cent 











of the industry by annual volume of 
production, having been received from 
manufacturers, distributers and users 
of cut tacks and small cut nails, the 
Division of Simplified Practice, Depart- 
ment of Commerce, has announced that 
simplified practice recommendation No. 
47, cut tacks and small cut nails, is 
now in effect. This simplification, re- 
cently revised by the industry, origi- 
nally reduced the variety of sizes from 
421 to 182 and packing weights from 
423 to 121. The division also has an- 
nounced reaffirmation for another year 
of simplified practice recommendations 
regarding roofing ternes and eaves 
trough and conductor pipe. Adherence 
to the roofing terne simplification has 
been 95 per cent. This simplified prac- 
tice recommendation, as _ originally 
adopted by the industry, reduced the 
varieties of the commodity from nine 
to seven. Adherence to the recommen- 
dation regarding eaves trough and con- 
ductor pipe has been 94 per cent. This 
simplified practice recommendation, as 
originally adopted by the industry, re- 
duced the varieties of the commodity 
from 21 to 16. 


*. * * 


“The Retailer and the Consumer in 
New England,” an advance reprint of 
two chapters of that part of the com- 
mercial survey of New England which 
deals with the commercial structure 
of the region, has been issued by the 
Domestic Commerce Division, Depart- 
ment of Commerce. The pamphlet deals 
with the practices and policies of New 
England retailing agencies, and the con- 
sumers’ buying habits, characteristics 
and point of view. A count of retail 
outlets in 1927 showed 119,427 in New 
England, representing approximately 8 
per cent of the whole number for the 
country in a region which contains 
about 7 per cent of the population. 
Various types of retail outlets are con- 
sidered, as department and _ specialty 
stores, mail order houses and chain 
stores. The problems of delivery, com- 
petition, and sources of goods are taken 
up, both generally and for _ selected 
lines. Recent changes in distribution 
methods are considered, such as the 
growing practice of leasing depart- 
ments, and the spread of basement 
stores. The general problems of ad- 
vertising, traffic congestion and credit 
are considered and the varying prac- 
tices with regard to store holidays de- 
scribed. 
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General Market News 








Satisfactory Conditions Continue 
in Country’s Hardware Trade 


NEw YorRK, Nov. 14—The general activity noted in the hardware 
trade last week is continuing and showing signs of increasing. 
Coupled with the natural demand that is developing for Christmas 
merchandise there is an increasing call for seasonal and staple lines. 
All important market centers report better consumer demand and 
favorable outlook for the remaining weeks of the year. Retailers’ 
stocks are not heavy, and in some instances the sales this season 
have been much heavier than was anticipated. 

The agricultural situation is a reassuring feature in the outlook 
for future business and the industrial field is also normally satisfac- 


tory at this time. 


The price situation is taking on a very firm tone and some upward 


revisions are noted. 


Collections may be said to be averaging from slow to fair. 


U. S. Foreign Trade Hits New 
Record 


On the basis of the first nine months’ 
figures for this year, American export 
trade is larger in volume than any pré- 
vious year and larger in value than 
any year since 1921, according to the 
National Foreign Trade Council in a 
report on 1928 foreign trade made pub- 
lic yesterday. 

Of the $3,563,000,000 worth of ex- 
ports reported up to the end of Sep- 
tember about 73 per cent, the highest 
proportion on record, the council points 
out, represents goods wholly or partly 
manufactured. About one-fifth of 
these manufactured goods go to Latin 
America, where the United States is 
out selling more than three of her 
leading competitors—England, France 
and Germany—combined, and where 
she is now the leading supplier to 
every one of the twenty republics south 
of the Rio Grande. 

The report says in part: 

“The American manufactured ex- 
ports, valued at more than $2,600,000,- 
000, which have been sold abroad dur- 
ing the first nine months of this year 
exceed by more than $50,000,000 our 
entire exports for the year 1923 of raw 
and manufactured goods combined, and 
exceed the exports of all commodities 
from any other nation than Great 
Britain for the whole of 1927. 

“They represent a substantial gain 
Over recent years for many important 





American industries. The automotive | 


industry notably has increased its sales 
abroad of automobiles, trucks, parts and 
accessories, and now contributes 14 per 
cent, the largest proportion of Ameri- 
can export trade in manufactures it 
has ever had. During the fiscal year 
just closed $425,000,000 worth of au- 
tomotive manufactures of all kinds 
were exported, $61,000,000, or 16 per 
cent greater than for the preceding 
year and 1,500 per cent in excess of 
the average automotive exports for the 
four years before the war. 

“Imports of all classes of manufac- 
tures amounted to 49.6 per cent of our 
imports for the fiscal year, as opposed 
to the proportion of 52.8 per cent, the 
average for the four years prior to the 
war.” 


Farm Exports Decline in Month 


According to the Bureau.of Eco- 
nomics, Department of Agriculture, 
the September index of the United 
States agricultural exports is placed at 
138, a little under the indices for Sep- 
tember, 1926 and 1927, but comparing 
favorable with the same month in other 
recent years. The outstanding feature 
was the increase in the exports of 
cotton. 

The index of our exports of cotton 
is placed at 116, or about 25 points 
above that of September last year, and 
about 79 points above that of August, 
1928. Compared with September, 1926, 
the index was about 3 points above. 


| Week’s Price Average 








97.9 Per 
Cent, Says Fisher 

Prof. Irving Fisher of Yale Univer- 
sity announced Nov. 4 that the pre- 
vious week’s wholesale commodity 
prices, based on Dun’s quotations, aver- 
aged 97.9 per cent. The October aver- 
age was 98.8 per cent. The purchasing 
power of the dollar was 102.lc on a 
1926 basis of 100c. The October aver- 
age was 101.2c. 

Crump’s index for the week on the 
revised 1926 level was 92.5. The Oc- 
tober average was 92.2. 

The Italian index on the revised 1926 
level for the week ended Oct. 27 was 
75.4. The average for September was 


75.3. 


Chain Stores Report Gain 
October sales results revealed yester- 
day in reports of numerous chain 
stores for the period showed the month 
to have been a highly successful one 
from merchandising and financial view- 


points. There was, however, a wide 
diversity in the gains recorded last 
month in comparison with October, 
1927. 


The F. W. Woolworth Co. reported 
for October a gain of 3.31 per cent 
over the corresponding month of last 
year. On the other hand, Davega's 
increase over a year ago was 86% per 
cent, the next most impressive showing 
being the *Kroger Grocery & Baking 
Co., which gained 46.32 per cent, while 
the Safeway Stores, Inc., sales were up 
41.9 per cent. 

Woolworth’s ten months’ sales were 
an increase of 5.90 ‘over the similar 
period of 1927. Other chains over the 
ten months showed an expansion rang- 
ing between 7 and 38 per cent over a 
year ago. 

October sales of the J. C. Penney 
Co. aggregated $19,442,891, as against 
$17,165,629 in the like month of 1927, 
or an increase of 13.27 per cent. 

McLellan Stores Co. reports October 
sales showing a gain of 11.9 per cent. 
For the ten months over Oct. 31, 1928, 
sales increased 18.27 per cent. 

Metropolitan Chain Stores, Inc., re- 
port total sales for October increased 
9.9 per cent. For the ten months ended 
Oct. 31, sales increased 7.7 per cent 
over the total for the same period last 


year. 
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Chicago Has Improved Business— 
Prices on Some Lines Are Higher | , 


(Chicago office of HARDWARE AGB) 


CHICAGO, Nov. 13.—Staple lines are moving in slightly increased 
volume, while marked improvement is noted in the demand for 


Christmas and seasonable merchandise. 


Toys are very active as 


are other holiday items to be used for Christmas “gifts of utility.” 

Winter automobile accessories, gloves, chain, winter sporting 
goods, window glass, hunting clothes, stove goods, furnace scoops 
and wheel goods are also especially active at this time. 


Higher prices are now effective on several lines. 
Window glass has advanced about 2 


advanced 0.25c. 
points. 


per cwt. 


Rubber covered wire is 214 per cent higher. 


Coil chain has 


The revised 


prices on these items are quoted herewith. Prices on other lines ap- 
pear to be steady, and no early advances seem likely. 

Conditions have taken on a more favorable outlook. Reports from 
agricultural sections are good. The weather is now seasonable, and 


both the steel and building industries have a healthy status. 


With 


the volume of goods moving from local jobbers showing some in- 
crease, all indications would point to a general betterment of busi- 


ness conditions. 


Steel mills in the Chicago area continue to maintain 85 per cent 
capacity. Considerable car business is on inquiry and the outlook 


is good. 


Pig iron is $1 per ton higher, now selling at $20 per ton. 


The credit situation is little changed, collections being fair. 


AUTOMOBILE ACCESSORIES.—Win- 
ter lines are now moving freely. Prices 
are without change. 

JOBBERS’ rig ee a RE- 


TAILERS, F.O.B. CHICA 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C. 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
86c, each. 

Spot Lights. — Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No, 21, 


$1.30 each. 


Pumps.—Rose, 1% in. cylinder, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.15; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40; balioon tire 
tubes, gray 29° *x 4.45, $1.65; 32 x 
6.20, 


Anti-Freeze Mixtures. — Eveready 


Prestone, $3.80 gal. in cans 

Glycerine—"‘G. P. A.,’’ $1.80 gal.; 
alcohol and glycerine solution, 90c. 
gal. 


AXES.—November sales are always 
large. Demand is very heavy for popu- 
lar priced handled axes. 
changes are expected during 1928. 


JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. CHICAGO: 

Handled axes, first quality, single 
bit, 3 to 4 Ib., $18 to $20 per doz.: 
double bit, 3 to 4 Ib., $23 to $25 per 


doz.; handled axes, service grade, 
single bit, 3 to 4 Ib.. $15 per doz.; 
Boy Scout axes, $11.50 doz.: motorist 
hand axes, $12 doz. 


No price | 


] 


vhs QUOTATIONS TO RE- 
AILERS, F.O.B. CHICAGO: 
eae Bar Moto-Bike Model, 
$26.25; ladies’ model, $25.90: girls’ 
and boys’ juvenile model, $23.60. 
AND NUTS.—October sales 


BOLTS 
have been satisfactory. Prices are 


| steady, with no fluctuation anticipated.’ 





BICYCLES.—Christmas trade is gain- 
ing in volume every week. Prices are 
firm, but advances are not expected un- 
til after the holidays. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Demand 
is normal. Trade is on a keen com- 
petitive basis. Prices are steady. There 
is a possibility of an advance on lock 
sets by the first of the year. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 


3%, x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 


$2.34 per doz. pair; 4.x 4 steel butts. 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots: steel bit-keved front door 
sets, $1.45 per set; wrought brass, 
bit-keyvyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


CHAINS.—This line is very active. 
Prices on pound chain have been ad- 
vanced 25c. per ewt. Other chain prices 
are firm. 


JOBBERS’ QUOTATIONS TO RE- 
— F.O.B. CHICAGO: 

proof coil chains, $8.75 per 
Tenesco Bull Dog and Brown 
50-10 per cent discount. 


-in, 
an Ib.: 
coil chains, 








~~ a 


No. 00-44% electric welded cow 
$2.75 per doz. 


COTTON GLOVES.—Sales have 
proved, due to colder weather. 
remain steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO , 
8 oz. cotton gloves, $1.35 per dozen N 


ELECTRICAL MERCHANDISE.—Ra- ul 
dio supplies are very active. Insulated 
wire is expected to advance about 2% 
per cent in the near future. Other prices 
are steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise.— No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; % in. brush brass key 
sockets, 13c. each; lots of 25, 12%c 
each; two-way plugs, 45c. each: in 
lots of 10, 40c, each; two piece at- 
tachment plugs, 7%4c. each; dry cells, 
boxes of 50, 32%c. each; less than 
case lots, 36c. each. 

Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of six, $3.90; Sun 
beam, $5; lots of six, $4.75; Percola- 
tor, Universal 9169, $16.65. ti 

Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485 Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes. —UX-201A, 9714c.: 
UX-199, $1.46%; UX-227, $2.60; UX- 
171A, $1.78%. 


GLASS AND PUTTY.—Demand for 
“A” quality exceeds the supply, though 
small quantities are now being received 
for stock replenishment. Small price 
advances have been made on both “A” 
and “B” quality. The new discounts 
are quoted herewith. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount: 
putty, pure grade, $4.25 per 100 Ib.: 
commercial, $3.50 per 100 Ib. 


GUNS AND AMMUNITION. — The 
volume is much larger than a year ago. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Ammunition.—.22 short cartridges 


ties, 


im- 
Prices 


me 





$2.98 per thousand; 12 gage, medium 
grade smokeless, chilled shot, duck 
Shells, $30.59 per thousand: 12 gage, 
high grade, smokeless, chilled shot. 
duck shells. $35.14 per thousand: 12 
gage, long range, smokeless, chilled 


shot, duck shells, $37.89 per thous- 
and. 

Guns.—Remington repeating shot 
guns, $39.45 each: Remington out- 


loading guns, $45.39 Lefever 


double guns, $21.75. 


HAMMERS AND HATCHETS.—The 
demand for good nail hammers is un- 
usually active. New and attractive 
finishes and packing are livening up the 
dealers’ sales. No price changes are in 
early prospects. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality, 10 

nail hammers, $12 doz.; 16 oz. 


each; 


02 
ma- 
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chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first qual- 
ity hatchets, No. 2 broad, $16. 40 doz.; 
medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HUNTING CLOTHES. — Colder 
weather has greatly helped sales. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Drybak waterproof coats, $56 per 
doz.; Drybak breeches, $26 per doz.; 
Drybak hats, $14.30 per doz. 


NAILS, WIRE AND STAPLES.—Man- 
ufacturers’ steady prices continue, while 
fall sales have been better than usual 
this year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.10 per keg base. 
Mill shipment price is $2.95, base. 
Carload (36,000 Ilb.), base, for mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.30 
per 100 lb.; No. 9 galvanized, plain 
wire, $3.85 per 100 lb.; catch weight 
spools galvanized cattle or hog wire, 
$3.80 per 100 Ib.; polished’ fence 
staples, $3.55 per 100 Ib. 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Oil heaters are very ac- 
tive. Prices are unchanged. 


JOBBERS’ yi A ig RE- 
TAILERS, F.O.B. CHICA 


Perfection.—No. 72, 2 ee $18; 


No. 73, 3 burners, $23.25; No. 74, 
burners, $29.50; No. 279 oil range, 
$129; No. 339 oil range, $140. Deal- 


ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases including and _ following 
$100 qualifying order, 3344 per cent. 
On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 


Puritan.—No. 42, 2 burner, $18; No. 
43, 3 burner, $23.25; “No. 44, "4 burner, 
$29.50; No. 249 oil range, $122. Dis- 


counts same as Perfection stoves. 


Nesco.—No. 450R, $60; No. 400R, 
$55; No. 215-1105, $51.50; No. 215, $41; 
No. 214-1104, $38.50; No. 214, $30; No. 
213-1103, $30.50; No, 213, $23.50; No. 
212-1102, $23.50; No. 121, $18; No. 211, 
$10. Prices quoted are for Nesco 


Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 


count of 3314-5 per cent. 
Ovens, Perfection.—No. 211, 1 
burner, plain door, $2.50; 211G, glass 


door, $2.70; glass 
swing door, 

Puritan.—No. 42G, 2 burner, glass 
drop door, $5.50; No. 42, 2 burner, 
Steel drop door, $5.25, Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves, 

Nesco Ovens.—No. 12, $1.80; 
$2.10; No. 5, $2 No. 010, 
No. 10, $4; $4; No. 020, $4.50; 
No. 20, $4.7 75; No. 030, $5: No. 30, 
$5.30; No. 0301, $6; No. 301, $6.30. 
Dealers’ discount 33%4-5 per cent. 

Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as_ Perfection 
stoves. 


No. 122G, 
$6.20. 


2 burner, 


No. 05, 
.25; $3.90; 


No. 22, 


_No. 


Heaters. Perfection 
595 


+ Dee 


5, $7.25; No. . 
: No. 1630, $11.50; 
1560, $11; 1665, 
: $14.50. Perfection 
Firelight Heaters, No. 1526, $9.75; No. 
1686, $16.50. Dealers’ discount same 
as Perfection cook stoves. 
Nesco Oil Heaters.—No. 
No, 15, $7; No. 016, $8.25; 
$9.75; No. 0190C, $10.50; 
‘ No. 0190D, $10.50; 
O190E, $10.50; * 
$11.25; No. 605, $12.75; 
‘ 705D and 705E, $16. Dis- 
count same as Nesco cook stoves. 





‘ NO. 
$13.50; No. 1670, 


12, 

No. 
No. 
No. 
No. 


$5.50; 
1600, 
1900C, 
1900D, 








Nesco Wicks, Cook Stove.—$3.00 per 
doz., same discount as Nesco stoves. 
Nesco oil heater wicks, No. 348, 40c. 
each, list; No. 515 Giant, list, 75c. 
each. Discount on Nesco heater 
wicks, 30-5 per cent. 


PAINTS AND OILS.—Demand is nor- 


mal for the season. 


Recently advanced 


prices on alcohol and turpentine are 


now effective. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO 

Linseed Oil Raw.—Barrel lots, 83c. 
per gal.; 5-barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
85c. per gal.; 5-barrel lots, 82c. per 
gal. 

Denatured Alcohol.—Barrel lots, 
62c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 69c. per 
gal., net. 

White Lead.—100 Ib. lots, $13.25; 50 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac (4% lb. cuts).—White, 
per gal. in barrel lots; orange, 





per gal. in barrel lots. 
English Venetian Red.—In 
5\4c. per. lb.; in 100-Ib. lots, 


barrels, 
6%4c. per 
Ds 

—o Paste.—Barrel lots, 7%c. per 


PYREX WARE.—Excellent demand 
steady prices. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO 
Bread Pans.—No. 212, $7.20 doz.: 
No. 214, $12 doz. 


New Handled Casseroles.—Round 


No. 622, $12 doz.;: No. 623, $14 doz.: 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

Gift Sets.—No. 515, $3.43 per set. 


Other items are steady. 


ROPE.—No price changes in manila 


rope. Sisal, however, 


lec, per lb. Orders for 1929 shipments 


are coming in freely. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila, standard brands, base. 
20c. per Ib.; No. 2 manila, 18c. per 
lb.; No. 1 sisal, 15c. per lb.; No. 2 
sisal, 14c. per lb. 


SASH CORD.—Demand 
Prices steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard $8.15 per 
dozen hanks; No. 8, $9.35 per doz. 
hanks. Competitive grade, No. 7, 
$7.70 per doz. hanks; No. 8, $8.80 per 
doz. hanks. 


SAWS, CROSS CUT 


is 


brands, 


moderate. 


AND WOOD.— 


Moderate demand, due to mild weather. 


Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


5 ft. narrow Champion tooth, $1.55 
each; 5% ft. wide Champion tooth, 
2.10 each; 5% ft. wide Lance tooth, 


$4.35 each; 4 ft., one-man Champion 
tooth, $2.45 each. 
Single braced frame common tooth 


blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame, tuttle tooth 
blade, $11.40 doz. 


SAWS, HAND.—Some improvement 
shown in the 
Prices remain firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


26 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., $49.95 doz.; Special, 26 in., 
Competition, $6.60 doz. 


i 


Ss 


sale of high grade saws. 








at 


has advanced | 





SCREWS.—Prices are firm and sales in 
usual good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 474) per cent; 
round head blued, 42% per cent; flat 
head brass, 424 per cent; round head 
brass, 374%) per cent. 


SHOVELS AND SCOOPS.—Demand 
for furnace scoops has increased with 
the advancing colder weather. Grain 
scoops are also active. Prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 


No. 2 shovels, intermediate grade, 
polished, $14.50 per doz.; No. 2 shov- 
els, common grade, polished, $12.50 
per doz.; No. 10 grain scoops, pol- 
ished, $15 per doz.; No. 12. grain 
scoops, polished, $16 per doz.; D 
handle furnace scoops, intermediate 
grade, $8 per doz.; D handle furnace 
scoops, competitive grade, $5.25 per 
doz. 

Snow shovels, black, long handles, 
steel, $4.40 doz. Galvanized, 17 x 16 
in. blade, $10 doz. 

SOLDER AND BABBITT. — Metal 


prices have eased off somewhat, but 
without affecting solder values as yet. 
Sales are quite good. 

JOBBERS’ QUOTATIONS | TO RE- 





TAILERS, F.O.B. CHICA 

Warranted 50-50 solder, per 100 
Ib.; medium 45-55 solder, per 100 
lb.; tinners, 40-60 solder, $380.50 per 
100 lb.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4, babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—A mixed price sit- 
uation results from the fact that mill 
sales are on '% of 1 per cent cash dis- 
count basis, while jobbers are selling on 
old 2 per cent ten day terms. The hard- 
ware trade is urging the sheet mills to 
readopt the familiar 2 per cent cash dis- 
count. 


JOBBERS’ gh ea dat RE- 
TAILERS, F.O.B. CHICA 


24 gage galvanized sheets, $4.65 
per 100 Ib.; 24 gage black sheets, 
$3.80 per 100 Ib. 


STOVES.—This line is showing consid- 
erably more activity due to winter 
weather. No price changes are ex- 
pected. ° 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Crusader black finished parlor 


heater, $19.50 each; Crusader porce- 
lain enamel ag = $26.50 each; Tap- 
pan wood Cola Parloy heater, $51.25 
each; 16 in. Economy, $66.95 each: 


Economy, $72.45 each; oil heater, 12 
in., $6 each; oil heater, 14 in., $8 each; 
oil heater, 16 in., $9.50 each; oil 
heater, 18 in., $11.50 each; hot blast 
with mica door and ashpan, nickel 
trim, 12 in., $11.30; 14 in., $12.70; 16 
in., $14.65; 18 in., $16.65. 


STOVE GOODS.—This has been a rec- 
ord selling season on stove pipe and 


elbows, as prices have been very low. 
Improved demand is noted for good 
quality dampers and shovels. Prices 


are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Coal hods, galvanized, 17 in., $4.50 
to $5 doz.; dampers, reversible spin- 
dle, 6 in., $1.25 doz.; dampers, non- 
reversible spindle, 6 in., $1.15 doz.; 
elbows, 28 ga., 6 in., corrugated, $1.35 
doz.; fire shovels, colored handles, 
heavy fine finish, $2 doz.; pipe, 28 ga., 


3c. joint; 
4%, x 4! 
assortment 


rugs, con- 


assortment 


6 in., lle. to 
goleum stove, 
of 6, $8.28 
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VELOCIPEDES.—The holiday demand 836, $3.60 doz.; 937, $4.50 doz.; 1537, 


is large for all varieties of wheel $5.86 dos. 
goods. Prices show no change. WAGONS. — Demand is_ excellent. 


Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
14 x 33% steel wagon, 10 in. disk 






















































JOBBERS’ eget pe stad RE- 
TAILERS, F.O.B. CHIC 

Tubular velocipedes, eel with 
balloon tires, ball bearing wheels, 18 


in. front wheels, 12 in. rear, $7.25 wheel, % in. tires, $3 each; 16 x 36 in. 
each; 22 in. front wheels, 14 in. rear, wood wagons, 10 in. wheels, % in. 
$9.25 each. tires, $2.85 each. 


WEATHER STRIP. — Cold weather 


VENTILATORS.—Demand has ine- brought increased demand. Prices are 


proved. This item is now moving free- 





ly. No price changes. unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
JOBBERS’ bgp ey ll TO RE- TAILERS, F.O.B. CHICAGO: 
TAILERS, F.O.B. CHIC Home Comfort, $32 per 1000 ft.; 
Diamond E—Metal cen i ven- Nu-Strip, $15 per 1000 ft.; Bomeco, 
tilators, 8 in. hgt. opening, 16 in. x type A, % in., $2.40 per 100 ft.; Bo- 
33 in., $4.40 dozen; 20 in. x 39 in., meco, type B, 1% in., $3.20 per 100 
$4.80; 11 in. hgt. opening, 16 in. x ft.; Bomeco, type AR, on’ $2.40 per 
33 in.. $5.20 doz.; 20 in. x 39 in., $5.60 100 ft.; Bomeco, type BR, 1” in., 
doz. Continental, steel frame, cotton $3.20 per 100 ft.; Tac-Ezy, 36 x 36 
cloth, 833, $4.50 doz.; 837, $4.75 doz.; window, 90c. each; Tac-Ezy, 42 x 42, 
1137, $5.50 doz.; 1145, $6.30 doz. Con- $1 each; Tac-Ezy, 3 x 7 ft. doors, 
tinental, wood frame, cotton cloth, $1.25 each, 


(Cleveland office of HARDWARE AGB) 
CLEVELAND, Nov. 13.—Hardware business shows a slight gain 
and indications point to a satisfactory volume through the present 
month. Jobbers’ sales in October slightly exceeded those of the cor- 
responding month last year. A fair amount of activity is developing 
in holiday merchandise. Sleds are now selling well and there is an 
excellent demand for velocipedes, scooters and other wheel goods. 
Coal heating stoves are in heavy demand. Sales this season have so 
far exceeded expectations that stocks of some manufacturers have 
been wiped out and deliveries have become slow. Gas heating stoves 
are also moving well. Rope is in good demand for spring shipment. 
Prices are steady, with few changes. Automobile tires have been 
reduced 214 to 5 per cent and tubes 10 per cent. A second 214 per 
cent advance has been made on rubber coated copper wire, which in 
14-gage is now selling at $6 per thousand feet. 
Collections are fair, showing little change from recent weeks. 


AUTOMOBILE TIRES AND ACCES- nit? Lott A, battéries, No. 7111, 

. . . K ec. in standard packages; c. in 
SORIES.—Price reductions on tires and broken lots; Columbia igniter dry cell 
tubes have been made by leading man- batteries, 324%c. in standard pack- 


ages; 36c. in broken lots. 
BOLTS AND NUTS.—The demand con- 
tinues very good. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 


ufacturers. Balloon tires are reduced 
approximately 5 per cent, high pressure 
tires 2% per cent and tubes 10 per 


cent, TAILERS, F.O.B. CLEVELAND: 
AXES.—tThese are in good seasonal de- Machine and carriage bolts. gat 
: thread, hot pressed and cold punche 
mand. Prices are unchanged. nuts and lag screws, less than case 
JOBBERS’ QUOTATIONS TO RE- lots, 60 per cent off list; bolts with 
TAILERS, F.O.B. CLEVELAND: a ‘ey P , x 6 - ina 
smaller, an per cent o st; 
MP sag M2 ot 2 ae additional discount of 10 per cent is 


allowed for full case lots of ane size. 


base, doz.; unhandled, $15.50 per 

doz: double  bitted, eee. $24.50 Stove bolts, 75 and 10 per cent off 
per doz.; double bitted, unhandled, list; semi-finished nuts in bulk, 60 
$20 per doz.; 60c. increases for dozen oop at off list; 54 per cent for 


lots weighing 42 to 48 Ib. and similar 
advance for each 6 lb. additional BUILDERS’ HARDWARE.—While this 


weight increase. . : 
= , ‘ is not very active at present, the de- 
BATTERIES.—Radio batteries con- mand is about normal for this time of 


tinue to move well. 







the year. 
ee, Sa earn. JOBBERS’ QUOTATIONS TO RE- 
B & C Radio Batteries: TAILERS, F.O.B. CLEVELAND: 

Unit Broken In case lots, lock sets, $5.25 per 
Packages Lots doz.; heavy strap hinges, 6 in., $1.45 
eer $1.14 $1.22 per doz.; 8 in., $2.38 per doz.; extra 
oS | errr ee 1.30 1.40 heavy T hinges, 6 in., $1.73 per doz.; 

Oo) See 1.92 2.06 8 in., $2.80 per doz. 
See eee 2.33 2.53 Butts, case lots, 3 in., 17%c. per 











Saree 2.80 3.00 pair; 3% in., 18c. per pair; 4 in., 24c. 
NE Siaweoeeehesene 2.97 3.20 per pair; for less than case lots, all 














WINTER SPORTING GOODS.—Deal- 
ears are placing their orders now for 
ice skates, and the demand is growing 
for outfits consisting of skates with 
shoes attached. Skis and hockey sticks 
are also much in demand. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Key clamp rocker, men’s and boys’, 
bright finish, 75c. pair; half key 
clamp rocker, women’s and girls’, 
cast steel polished runners, $1. 06 
pair; half key clamp hockey, women’s 
and girls’ best steel runners, $1.35 
pair; children’s extension bob skates, 
polished, 35c. pair; nickel plated, 45c. 
pair; Union tubular ice skate outfits, 
$4.60 outfit; Nestor Johnson flyer out- 
fits, aluminum finish, $5.25 outfit; 
Néstor Johnson flyer outfits, nickel 
plated, $6.00 outfit; Strand skis, edge- 
grain pine, 4 ft., 60c. pair; 5 ft., 90c. 
pair; 6 ft., $1.30 pair; Strand skis, 


mahogany finish, 4 ft., 80c. pair; 5 
ft., $1.10 pair; 6 ft., $1.50 pair. 
Sleds.—Flexible flyer sleds, 35 per 


cent off list. 


Cleveland Reports Continued Improvement 
in Seasonal Trade—Prices Steady 


sizes are lc. to 2c. per pair higher; 
Butts with sand blasted finish are 4c. 
per pair higher. 

Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.25 per 
zens sand blasted finish, $1.20 per 
oz. 


CORRUGATED ROOFING.—Sales are 
light. 
JOBBERS’ Sera TO RE. 
TAILERS, F.O.B. MIL 
28-gage corrugated i 26 in. 
wide, $3.88 for 1% in., and $3.83 for 
2% in. for 10 squares or more. 


GAME TRAPS.—Sales have been 
greatly stimulated by the seasonal de- 
mand, so that business in this line is 
now good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Victor eae. No. 0, = 10 per doz.; 
No. 1, $1.38 per doz.; No. 1%, $2.44 
per doz.; Oneida jump, No. 0, $1.59 
per doz.: No. 1, $1.83 per doz.; No. 
1%, $2.81 per doz. 


GLASS BAKING WARE.—Retailers 
are filling in their stocks and ordering 
for the holiday trade, making a good 
demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Casseroles.—Round, or oval, 1 at., 
$1; 1% qt.. $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 
Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., c. 
Bread Pans.—No. 212, 60c.; No. 214, 


$1. 
Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 

Teapots. ae pom $1.67; 4 cups, $2; 
6 cups, $2.3 


GLASS CLOTH AND CELL-O-GLASS. 


—These items are now moving well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Cell-O-Glass in 100-ft. rolls, 12c. 
per sq. ft.; glass cloth in 100-yd. 
rolls, 24c. per sq. yd. 


ICE SKATES.—Some activity is de- 
veloping in skates and accessories. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Union Hardware Co. line: Alumo 
shoe skates, standard model, $6.75 
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per pair; special, $5.50 per pair; pro- 
fessional, $8 per pair; Crusader, $4 
per pair; clamp skates, No. 1624, 84c. 
per pair; No. 162444, $1.19 per pair; 
No. 1724%, $1.62 per pair; No. 524%, 
$1.27 per pair; No. 5624, ladies’, $1.12 
per pair; No. 562414, ladies’, $1.44 per 
pair; No. 524%, ladies’, $1.55 per pair; 
children’s extension bobs, 40c. per 
pair; self-contained ball bearing 
rolls, $1.20 per doz.; malleable iron 
skate keys, 36c. per doz.; stamped 
steel keys, 30c. per doz.; Union skate 
sharpeners, $1.85 per doz.; tan straps, 
5, in. X 20 in., $1.50 per doz. pair; 
5% in. x 28 in., $1.85 per doz. pair; 
5g in. x 20 in, web, $1.10 per doz. 
pair; % in. x 28 in. web, $1.40 per 
doz. pair. 


LANTERNS.—Sales are fair, although 
not as good as recently. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Victor, hot blast lanterns, $8.50 per 
doz.; Blizzard, $13.25 per doz.; D-Lite, 
$13.25 per doz.; large fount, D-Lite, 
$14.50 per doz.; Little Wizard, $9 per 
doz.; same with red or green gold, 
$11 per doz. 


LAWN HOSE.—Early buying is over 
and orders are scarce at present. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


2-braid, molded uncoupled hose, % 
in., 6%c. per ft.; 5% in., 7%4c. per ft.; 
¥% in., 8%c. per ft.; coupled hose is 
\e. per ft. higher. 


LAWN ROLLERS.—A few orders are 
beginning to come in for spring ship- 
ment, 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 


No. 4 lawn rollers, 18 x 24 in., plain 
bearings, $10 each; No. 5, 18 x 24 in., 
with ball bearings, $12.75 each; No. 7, 
24 4 24 in., with ball bearings, $14.50 
each. 


NAILS AND WIRE.—Nails are mov- 
ing quite well. There is a good call for 
black wire. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Nails, factory shipment, car lots, 
$2.65 per keg; less than case lots, 
$2.80 per keg; stock shipment, $2.75 
per keg; No. 9 galvanized wire, $3.30 
per 100 Ib.; No. 9 annealed wire, $2.85 





per 100 lb.; polished fence staples, 
$3.30 per 100 lb.; galvanized fence 
staples, $3.55 per 100 Ib. 

Barbed Wire.—Barbed wire, stock 
shipment, Lyman, 4 point, $3.08 per 
80-rod spool. Hog wire, $3.33 per 80- 
rod spool. 


PAINTERS’ SUPPLIES.—Prices on 
turpentine and oil are firmer. The de- 
mand is moderate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Mixed paints, first quality, $2.60 
per gal. for colors and $2.75 to $2.80 
for white. 

Turpentine, in bbls., 72c. per gal.; 
less than bbl., 87c. per gal. 

Linseed oil in bbls., 8914c. per gal.; 
less than bbl., $1.04% per gal. 

White lead in 100-lb. kegs, 13%c. 
per lb.; in 50 and 25-lb. kegs, 13%4c. 
per lb.; in 12%-lb. kegs, 14%c. per 
lb. Quantity discounts, 500 lb. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


PREPARED ROOFING.—This is quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Popular grades: Light, $1.13 per 
roll; medium, $1.35 per roll; heavy, 
$1.50 per roll; slate surface roofing, 
$2.50 per roll. 


RADIO EQUIPMENT.—The scarcity in 
AC tubes continues. The demand for 
both tubes and receiving sets continues 
good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Tubes, CX No. 112A, $2.75; CX No. 
326, $2.25; CX No. 327, $4; CX No. 380, 
$4.25; CX No. 371A, $2.75. 
Philco 6-180-volt, AB-686, socket 
power units, $33; AB-386, $39; AB- 
382, $45; 6-150-volt, AB-663 and AB- 
356, $27; AB-623, $33; 4-volt, AB-463, 
$27; AB-428, $30; 6-volt, A socket 
power units, A-603, $16.50; B socket 
units, B-86, $21; B-603, $16.50; Philco 
trickle charger, TC-60, $6. 


RADIATOR AND REGISTER 
SHIELDS.—The demand for these is 
not very brisk. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Radiator shields, Gem, adjustable, 
No. 1, $4; No. l-a, $4.50; No. 2, $4.50; 





No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 

Register shields, Gem No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6, and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 


ROPE.—A good amount of business is 
being taken for spring shipment at the 
current prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Best grade manila rope at 20Mc. 
per lb. for factory shipment and 2lc. 
per lb. for stock shipment; sisal rope, 
l6c. per lb. for factory shipment and 
16%c. for shipment from stock. 

SHEETS.—Galvanize.] sheets are in 
good demand. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

24-gage galvanized sheets at $4.40 
per 100 Ib. 

WEATHERSTRIPPING. — Jobbers re- 
port that they have sold more this year 
than ever before. The demand is still 
good for copper, felt and rubber weath- 
erstripping. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Home Comfort weatherstripping in 
cartons and in 500-ft. reels with reel, 
3%c. per ft.; Airseal, 500-ft. spools, 
2c. per ft. 

Copper weatherstripping, Tac-Ezy, 
36 in. window sets, 90c. each; 42 in., 
$1 each; 3 ft. x 7 ft. door sets, $1.25 
each; coil strip, 1 in., $3.85 per 100 
ft.; 1% in., $4 per 100 ft. 


WINDOW VENTILATORS. — Sales 
have been very heavy and are still good, 
although orders are not for as large 
lots as recently. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Diamond E adjustable ventilators, 
8 x 33 in., $3 per doz.; 8 x 39 in., 
$4.80 per doz.; 11 x 33 in., $5.20 per 
doz.; 11 x 39 in., $5.60 per doz.; 11 x 
47, $6.40 per doz. 


Missouri River Crossings Report Guns and 


Ammunition Active—General Trade Good 


(Kansas City office of HARDWARE AGE) 


KANSAS CITY, Nov. 13.—Shotgun ammunition is moving like 
mad to keep up with the sudden and enthusiastic call of the duck- 
hunters. According to one busy wholesale buyer of sporting goods, 
it is unsafe to go outdoors for the shooting. A spell of good duck 
weather has precipitated one of the most hectic rushes for ammuni- 


tion on the record of recent years. 


Shipments of loaded shells in and out of the wholesale hardware 
houses along the Missouri River are heavy and frequent. One job- 
ber received eighteen cases at nine o’clock one morning recently and 


by closing time they were all on the way to retailers. 


In many 


instances the wholesaler has had to specify express shipments. The 
ammunition plants are doing their best to keep abreast of the 


demand. 





High-velocity shells are at the peak 
of demand. Such splendid duck weather 
has stimulated their movement marvel- 
ously. Cold and rainy days have 


brought myriads of birds out of the 
north on their way to the southern 
“winter resorts.” 

Guns are sharing the influence of 





these fine hunting conditions. They are 
selling in appreciably better volume 
than they did at this time last year. 
And with every season the quality of 
the guns in demand has tended to rise. 
It takes a better gun to shoot such 
high-powered smokeless powder as is 
so popular with the hunters today. 

Jobbers say two-thirds of the shells 
sold now are loaded with this type of 
powder. In the old days of the black 
and semi-smokeless explosives the guns 
did not have to be made of such strain- 
resisting material. A fast increasing 
number of pump guns and automatics 
are called for by the trade. Two-thirds 
of the guns sold nowadays are of these 
types. 

Golf supplies continue to go out in 
good volume. There is a brisk demand 
for roller skates. Complaints continue 
to be registered regarding the quietude 


et ai Sin cma: 


ih eae sacs 
& 


vate 


MiNi. <2- 











52 HARDWARE AGE for NOVEMBER 15, 1928 


= 





of the market for cutlery. No letup is 
to be observed in the call for washers. 
Electrical equipment for household use 
is rapidly growing in favor. Volume in 
this line is well ahead of what it was 
this time last year. 

The call for stoves and stove sun- 
dries amounts to a rush. Recent cold 
days precipitated a demand for heaters 
which the dealers were unable to sup- 
ply. Their carry-over of heating equip- 
ment was quickly absorbed by the con- 
suming market and wholesale orders 
for stoves have been coming in thick 
and fast. Jobbing stocks are low and 
the manufacturing plants are said to be 
so busy that they can hardly take care 
of the business. Future orders for 
‘stoves, notably light in recent years, 
gave no indication of the present rush. 

Hardware wholesalers are wondering 
when the demand for holiday goods is 
going to register in terms of orders. 
Little holiday volume has been trans- 
acted thus far, although retailers in 
larger numbers than ever are prepar- 
ing their salesrooms for the holiday sea- 
son. General hardware trade is good on 
most seasonal merchandise. Now that 
the season for fur-bearing animals is 
open, steel traps are in brisk demand. 


ALCOHOL.—tThe price situation cover- 
ing this commodity is peculiar. Pres- 
ent prices are so high that the dealer 
buying currently is scarcely able to 
compete with the retail man who 
bought on future order. The early re- 
tail buyer is said to be able to sell at 
the present wholesale purchasing price. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Denatured alcohol, 188 proof, for- 
mula 5, in 55-gal. drums, 6lc. per 
gal.; in lots of 5 to 9 drums, 59c. per 
gal.; 10 to 19 drums, 57c. per gal.; in 
lots of 20 or more drums, 56c. per 
gal.; $6 charge for drums, subject to 
credit on return. 

AXES.—Very little activity has devel- 
oped thus far in the season, although 
orders are expected to come in some- 
what later. Prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

First quality, single-bitted, unhan- 
dled axes, 3 to 4 Ib., $14.50 base; 
handled, $18.75 to $20.50 base. 

BUILDERS’ HARDWARE.—There is 
some tendency for this trade, which for 
a few weeks has been fairly satisfac- 
tory, to slow down. No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, 
$19.25 a hundred pair; 3% x 3%, $20 
a hundred pair; 4 x 4, $27 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.50 per doz.; steel bit- 
keyed front door sets, $18 per doz. 
set; wrought bronze metal, $2.25 per 
set; cylinder front door sets, wrought 
bronze metal, $6.50 per set. 


CARRIAGE AND MACHINE BOLTS. 
—Volume in this line is holding up fair- 
ly well. Prices remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Small carriage, rolled thread, 50-10- 
10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small ma- 
chine rolled thread, 50-10-10-5 off 
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list; small machine cut, 50-10-5 off 
from list as of April 1, 1927. 


CHAIN.—Orders continue to flow in 


satisfactorily. No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS 

Proof coil chain, % in., $9 per cwt.; 
No. 2-0 Tenso, 250 ft. "reel lots, $6 
per reel. 

EAVES TROUGH AND CONDUCTOR 
PIPE.—Trade is active currently, and 
a good many future orders are being 
booked at present prices, which con- 
tinue without change. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

28 gage, 5 in. lap joint eaves 
trough, $4.75 per 100 ft.; 28 gage, 3 
in. conductor pipe, $5 per 100 ft. 

FILES.—Orders continue light, though 
steady. Prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Nicholson, 50 per cent off list; 
bers’ brands in full packages, 
off list. 

GALVANIZED WARE.—Business per- 
sists in fair volume. Sellers of this 
line have enjoyed a good season, which 
seems in no hurry to close. No price 
changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Galvanized tubs, standard, No. 0, 
$5.20 per doz.; No. 1, $6.40 per doz.; 

No. 2, $7.20 per doz.; No. 3, $8.45 per 

doz.; common galvanized pails, 8 qt., 

$2.10 per doz.; 10 qt., $2.25 per doz. 
GRAIN SCOOPS.—Trade is highly sat- 
isfactory. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Light he a full polish, Split-D 
handle, No. ee, per doz.; No. 8, $13; 
No. 10, $14; 3 o. » $15; No. 14, $16. 

HAMMERS. — Bre continues 
slow. No change in prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI! RIVER 
CROSSINGS: 

First grade, 
$12.60 per dozen; jobbers’ brands, 
$10.80 to $11.40; ‘competitive forged 
nail hammers, $4 to $6 per doz.; cast 
steel hammers, $3.60 per doz. 

HARNESS.—Sets are still moving, al- 
though the season is about to close. 
Prices still uppish and steady. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Regular No. 1 quality, 1% in. 
traces, $70 per set; No. 2 quality, 1% 
in. traces, $58 per set; No. 3 quality, 
$53 per set. 

HARNESS HARDWARE.—Business is 
slackening for the fall and winter 
period. No price changes. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

1 in. japanned buckles, $2 per gross; 


job- 
60-10 


711% nail hammers, 


No. 200 XC snaps, 1 in., $6.60 per 
gross; roller snaps, No. 85, $2.65 to 
$3 per doz.; No. 47% XC bits, $1.50 
per doz. 


HATCHETS.—tTrade in this line is not 


yet heavy enough to suit the jobbers. 
No change in prices. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Size 2 extra quality broad hatchets, 
$16.70 per doz.; competitive forged 
shingling hatchets, $6.50 per doz. 

HINGES.—Though business is fairly 
active, prices have dropped somewhat. 

JOBBERS’ bg ag Edd IONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 








a > hinges in bundles, 4 

» $1.05; in., $1.38; 6 in., $1.68: 8 

$2.66; e ins, $4. 30 per doz. pair: 

aon tg heavy T hinges in_ bundles, 

4 in., $1.45; 5 in., $1.77; 6 in., $2.00: 
8 in., $3.00. 


HORSE COLLARS.—tTrade continues 
to fall off toward the end of the season, 
Prices still stiff. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 


Full grain collar-leather collars, 
average 16% in. draft, $55 per doz. 
MILD STEEL BARS. — Movement 
shows no sign of slackening. Prices 


still competitive. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; struuctural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4. 21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; ‘cold 
rolled round shafting, $4.16 per cwt. 
cold rolled square bars, $4.66 per ewt. 

NAILS.—Trade keeps up in fairly ac- 
tive fashion. Prices reasonably steady. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.40 per keg, 
base, (see new extras). 

OILS.—Though business is 
down, prices remain uncertain. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Raw linseed oil in bbl. lots, 87c. per 
gal.; boiled linseed oil in bbl. lots, 
90c. per gal.; raw linseed oil in half 


slowing 


bbl. lots, 92c. per gal.; turpentine in 
bbl. lots, 69c. per gal.; turpentine 
in half bbl. lots, 74c. per gal. 


OIL STOVES.—Heaters are very ac- 
tive and jobbers’ stocks are pretty well 
cleaned out on some lines. Colder 
weather precipitates heavy demand. 


Perfection oil heaters, No. 510, 
black drums, japanned trimmings, no 
floor tray, $6.25; No. 525, black drums, 
japanned trimmings, floor tray extra, 
$7.25; No. 1525, black drums, japanned 
trimmings, $7.75; No. 1530, black 
drums, nickeled trimmings, $9.25; No. 
1630, blue enameled drums, nickeled 
trimmings, $11.50; No. 1550, black 
drums, japanned trimmings, $9.50; 
No. 1560, black drums, nickeled trim- 
mings, $11; No. 1665, brown and white 
enameled drums, nickeled trimmings, 
$13.50; No. 1670, white enameled 
drums, nickeled trimmings, $14.50. 

Perfection Firelight heaters, No. 
1526, Pyrex globe, black japanned 
drums and lead coated steel reservoir, 
$9.75; No. 1686, Pyrex globe, green 
enameled ‘drums, nickeled trimmings, 
brass reservoir, $16.50. 

Perfection wicks, No. 500, with car- 
riers for 500 and 600 and 100 and 200, 
1500, 1600 line heaters, $5 per doz. and 
$60 per gross; No. 325 for 300 and 400 
line (old style) heaters, $5.40 per doz. 
and $64.80 per gross. Perfection deal- 
ers’ discounts: On net purchases of 
less than $50, 30 per cent; on net pur- 
chases of $50 and more, 3314 per cent 

Nesco kerosene cook stoves and 
kerosene ranges; No. 450R, built-in 
oven, right end, $60; No. 450L, built- 
in oven, left end, $60; No. 400R, built- 
in oven, right end, $55; No. 400L, 
built-in oven, left end, $55; No. 215- 
1105, 5 burner stove, japanned high 
shelf, $51.50; No. 215, burner stave 
only, $41; No. 214-1204, 4 burner 
stove, vitreous enameled splash back, 
$44; No. 214-1104, 4 burner stove, 
japanned high shelf, $38.50; No. 214, 
4 burner stove only, $30; No. 213-1203, 
3 burner stove, “vitreous enameled 
splash back, $34. 75; No. 213-1103, 3 
burner stove, japanned high shelf, 
$30.50; No. 213, 3 burner, stove only, 
$23.50; No. 212-1102, 2 burner stove, 
japanned high shelf, $23.50; No. 212, 
2 burner stove only, $18; No. 2212, 
2 burner laundry stove, galvanized 
top, $18.75; No. 311, 1 burner stove, 
$16 


Roc kweave wicks, per doz. Nesco 
prices for Zone No. f.o.b. Milwau- 
kee. Discount, 33% aa 5 per cent. 
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RADIATOR SHIELDS.—Lower tem- 
peratures have stimulated a little early 
trade in this line, although it has not 
yet got under full head of activity. 
Prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 


CROSSINGS: 
Radiator shields, Gem, eH 
Be. 1, $4; No. 1-a, “ 50; No. 2, $4.5 


3, $5; No. 4, $5; i " 
b °y6: No. 6b, $6; No. % $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


REGISTER SHIELDS. — Business 
shows some movement. No _ price 


changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Register shields, Gem, No, 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6, and No. 20, wall type, 
$5.20. Prices are net to dealers per 


dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No, 20 are black 
enameled. 


ROPE.—Prices have taken a moderate 
advance. Trade continues fairly steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Highest quality manila rope, stand- 
ard brands, 22c. per Ilb., base; No. 2 
manila, standard brands, 20c. per Ib., 
base; No. 1 sisal rope, highest qual- 
ity, standard brands, 19c, ner Ib.; 


No. 2 sisal rope, standard ~prands, 
15144c. to 17c. per Ib., base. 
SANITARY PRODUCTS. — Jobbers 


and retailers both report plenty of buy- 
ing interest in this new line for the 
hardware store. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

“Presto” pipe opened, 16 oz. cans, 
$2.15 per doz.; case lots (24), $2 per 
doz.; bowl cleaner, 22 oz. cans, $2 per 
doz.; case lots (24), $1.85; furniture 
luster, No. 6, “Presto,” 6 oz. bottles, 
$2.75 per doz.; case lots (12), $2.60 per 
doz.; No. 12 ‘Presto,’ $4.50 per doz.: 
ease lots (12), $4.32 per doz.; tile and 


porcelain cleaner, $1.35 per doz.; case 


SCREWS.—Not much current activity. 
Advanced prices hold. 


SMOOTH WIRE. 
duller. 


SOLE LEATHER.—Demand increases 
for this lively line. 
are down a bit. 


STEEL SHEETS.—Business continues 
good and prices continue weak. 


STORAGE BATTERIES.—Movement is 
fairly heavy, with a tendency to in- 
crease. 
mand. Prices firm. 





lots (24), $1.20 per doz.; window 
cleaner, $3.75 per doz.; case lots (12), 
$3.60 per doz.; waterless cleaner, 
$5.55 per doz.; case lots (12), $5.40 
per doz.; ‘“‘Silvershyn,’’ $1.95 per doz.; 
case lots (72), $1.80 per doz.; ‘‘Met-L- 
Shyn,” $3.75 per doz.; case lots (48), 
$3.60; oil soap, $2.75 per doz.; case 
lots (36), $2.60 per doz.; dry cleaner, 
$3.75 per doz.; case lots (12), $3.60. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright screws, 4714-20 
per cent off list; round head blued 
screws, 4214-15 per cent off list; flat 
head brass screws, 42%-15 per cent 
off list; round ,head brass screws, 
37%4-15 per cent off list. 


— Trade 
No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

9, hard, $3.25 per cwt.; an- | 
$3.40 per cwt. | 


| 
| 
| 
| 
| 
| 
| 


becomes 


No 
nealed, 


Prices, however, 


JOBBERS’ bi igh Fay TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

No. 1 sole leather strips, 93c.; 
No 2, 75e. 


light, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

28 gage galvanized flat, $5.25 
cwt.; 28 gage, black flat, $4.05 per 
ewt.; corrugated iron, 28 gage, gal- 
vanized, $4.45 per square; 26 gage 
galvanized corrugated, $4.90 per 
square; 28 gage painted corrugated, 
$3.15 per square. 


per 


Colder weather stimulates de- 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Automobiles, 6 volt, 11 plate, 
standard terminal, $9.10 each; 


heavy, 
6 volt, 





7 plate, 
standard 
thin, 


13 plate, $10.75 each; 12 volt, 
$12.85; 6 volt, 11 plate, thin, 
terminal, $7.35; 6 volt, 13 plate, 
for Ford and Chevrolet, $8.05. 


| TIRES.—Trade is tapering off slowly. 
| Competition keen. 


Prices unsteady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield automobile, covered by 

standard warranty, 30 x 3% oversize, 
heavy duty cord, s.s., cl., $7.25; 31 x 
4, $11.40; 32 x 4, $12.10; 33 x 4, $12.70; 
32 x 4%, $15.95; 33 x 414, $16.60; 33 x 
$21.70. Balloon, 29 x a 40, 
: a x 4.50, $8.90; 30 x 5.25, 
5.25, $12.90; 31 x 6.00, 
Truc ks, 32 x ‘i y, 
; 38 x 4%, $21.30; 30 x 5, $26.20; 
é 5 : 36 x 6, 10 ply, $46.60; 
34 = 7, $60.15; 40 x 8, 12 ply, $91.60. 
(All foregoing prices subject to 5 per 
cent trade discount.) 


TUBES.—Business slackens as colder 
weather comes on. Prices weak. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield, 30 x 3%, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x 4, tan, $13.20 per 
half doz.; 32 x 4%, tan, $15 per half 
doz.; 33 x 4%, tan, $15.60 per half 
doz.; Balloon, 29 x 4.40, heavy duty, 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.60 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2%-in. pole, reinforced valve base, 
vulcanized splice, full size valve, 75c. 
each; 29 x 4.40, 92c. each. 


VENTILATORS.—Trade in the cities is 
fairly good. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Continental, metal frame, No. 83, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz, net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
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V937, $4.50; No. V949, $6.10; No. 
V959, $6.75; No. V1537, $5.85: No. 
1549, $7.80. Prices are per dozen 
net. 

Diamond E, metal frame. No. 01, 
$4.40; No. 02, $4.80; No, 03, $5. 60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 


per dozen net. 





Hardware Trade Expanding i in Pittsbureh 
—Seasonal Lines Doing Well 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Nov. 13.—Hardware business still is expanding, and | 


while some distributors still complain they are not doing as well as | 
they could wish, most of them report doing as well as could be ex- 


pected. The fact that rabbits can be taken only three days a week | 
during the hunting season has had little or no effect upon the de- | 
mand for guns, loaded shells and hunting clothing. Those specializ- | 
ing in the sale of toys report a considerable amount of advance busi- 


ness. 


there is a pretty steady demand for staple items. 
price change is the recent cut in automobile tire and tube prices, 
which manufacturers are dating back to Oct. 26. First quality tires | 


Goods seasonal to this time of the year are all doing well and 


The outstanding 


have been lowered in price by 2 to 5 per cent, second quality by vary- 


ing amounts up to 20 per cent and tubes have had a general reduc- | 
Present prices for manila rope have been re- 
affirmed for the November-December period. Coil chain has been | 


tion of 10 per cent. 


advanced 25c. per 100 Ib. A revision of baseball prices has pro- | 


duced slightly lower quotations on a few numbers. 


Collections re- 


main a little sluggish in this district. 


ALARM CLOCKS.—As usual at this 
time of the year the demand is strong. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 

Plain Luminous 

Dial Dial 

ee OR nas ot weet $2.29 $3.16 

Beoy BOM ow. css. 2.29 3.16 

PS eer ee 1.05 1.58 

Sleep i ae 1.40 2.10 

2 aaa 1.76 2.46 
THGSTOON 2.2.2... 1.05 to 2.24 1.55 to 3.09 
| AUTOMOBILE ACCESS ORIES.— 


| Good demand is reported for anti-freeze 


radiator liquids and chains are mov- 
ing with a little more snap. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs, 
(one shipment), list less 35 per cent; 
50 pairs and over (one shinment), 
list less 40 per cent; adjusters, 50c 
to 65c. per pair: pliers, 45c. each: 
links, No. 1, $3.50 per carton; No. 2, 
83:26: No. $, 33. 

Radiator Compounds. Denatured 
alcohol, 1 to 4 barrel lots, 60c. per 
gal.; 5 to 9 barrels, 58c.; 10 barrels 
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es, 





of more, 56c.; Prestone, 1% gal. and 
1 gal. ao “g 60 per gal.; % gal. | 
cans, $3.80 Ah en 

Spark Phe ts of 100 or over, 
50c. each; less than 100, 53c. each. 


AUTOMOBILE TIRES AND TUBES. 
—Reductions produce extremely low 
prices and the trade is hopeful that 
business will be stimulated by this fact. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield Balloon Tires and Tubes: 
r——Casings—, Heavy | 
Heavy Duty | 


Size Regular Duty Tubes, 

4 Ply 6 Ply Each | 
19 in.—27x4.40 $720 .... S140 | 
21 in.—29x4.40 7.60 9.50 1.50 | 
21 in.—30x4.50 8.45 11.05 1.60 
19 in.—28x4.75 9.15 Ee 1.65 } 
20 in.—29x4.75 9.55 ae 1.70 
21 in.—30x4.75 9.95 sacs 1.75 
19 in.—29x5.00 9.90 Sine 1.75 
20 in.—30x5.00 10.20 ke 1.80 
21 in.—31x5.00 10.65 esas 1.85 
22 in.—32x5.00 11.75 artes 1.90 | 
18 in.—28x5.25 11.10 ee a 1.85 | 
19 in.—29x5.25 11.55 roe 1.90 | 
20 in.—30x5.25 11.90 13.85 2.00 } 
21 in.—31x5.25 12.25 14.35 2.05 
18 in.—28x5.50 12.30 rr 2.20 
19 in.—29x5.50 12.65 14.80 2.25 | 
20 in.—30x5.50 aie 15.65 2.35 | 
18 in.—30x6.00 15.75 2.25 
19 in.—31x6.00 16.25 2.30 
20 in.—32x6.00 16.55 2.40 | 
21 in.—33x6.00 17.10 2.55 
22 in.—34x6.00 17.80 2.59 
23 in.—35x6.00 18.55 2.55 
18 in.—30x6.50 19.15 2.50 
19 in.—31x6.50 wail 19.55 2.60 
20 in.—32x6.50 basin 19.80 2.70 
21 in.—33x6.50 sane x 20.40 2.85 
18 in.—30x6.75 bee 20.30 2.85 
20 in.—32x6.75 Sau 21.40 3.15 
21 in. —33x6.75 pasate 22.15 3.20 
20 in.—34x7.30 30.30 3.45 


Mansfield High Pressure Tires and 
Tubes: 


Heavy Heavy 

Duty Duty 

Size Cords Tubes, 
Each 

7: eae ee . $5.85 $1.20 
30a3 1 Ly xtra Size Cl. 7. Ve 1.30 


3.40 


BATTERIES.—Demand is more nota- 
ble for its steadiness than size. 
JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.0.B. PITTSBURGH: 
Broken Unit 
Packages Packages 
$ $2. 








No. 485 ....-eeeeveves 2.22 2.0 

No. 486 ....----eeeeee 3.2 | 
No. 722 ....ceeeeccees 2.06 1.92 
NO. 770 ..ccsccccesees 3.00 2.80 

No. 768 ...-cccccseese 1.32 1.14 
NO. 774 wccccccscccess 42 39 
NO. 763 ....-.ceeeeees 1.05 97 | 
INO. FOB ccccscccsccece 1.40 1.30 

NO. TID .nccccccsevecs 1.40 1.30 

NO. FET wccccrvccesese 2.06 1.92 

1. 


SS errr 93 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. each. 
Flashlights.—No. 935, 6%4c. each; 
No. 950, 6%c.; No. 790, 13¢c.; No. 705, 
19%c.; No. 750, 13%c.; No. 791, 13c. 
solnot Shot.—No. 1461, $1.67; No. 1661, 


BEVERAGE AND PRESERVING 
SUPPLIES. — Oak kegs still are 
wanted, but in other directions there is 
some evidence of a satisfied demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Bottles.—Crown, 14 oz., $6 per 
gross; 28 oz., $8. $8: lightning stop- | 
per, 14 oz., $7.50; oz., $9. | 

Caps.—In single nee lots, 18c. per 
gen ; 10 gross lots, 17c. per gross; 

fross lots, 16c. per gross 

Cappers.—Everedy, 9 per doz.; 
Industro, $10 per doz 

Strainer Sele—ibverety in dozen 





prices 


lots strainer stand, $4 per doz.; 
strainer bag, $2 per doz.; filter bag, 
$4 per doz. 

Scales.—Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, $3.50, 

Mason Jars.—Pints, $8.80 per gross; 
quarts, $0.10; 2 quarts, $13.15. 

Jar Rubbers.—Double lip red, 80c. 
per gross. 

Canning Racks.—No. 1 single jar, 
70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75c. per doz. 

Fruit Presses.—Enterprise, No. 6, 
$6.25 each; Juicy, 3 gt., $3.50 each; 
6 gt., $4.30; 12 at., $6; Brighton, 2 qt., 
$3 each; 4 qt., $4.50; ; 10 qt., $7. 

Sealing Wax.—2.50 per case. 

Cider Presses.—Eagle, single tub, 
$12.10 each; Eagle +e gl $24; Cant- 
clog, single tub, $14.8 

Meat Choppers. =p Enterprise, No. 

, $5.25 each; No. 22, $9; No. 32, $11, 

yee and Slaw Cutters. — Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80. Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 


Oak Kegs— 


Red White White Oak 
Oak Oak Charred 


Sa: .vscinwen $1.35 $1.45 $2.40 
ets, oo eee 1.80 1.95 2.85 
Lo See 2.00 2.15 3.20 
eg ST: | 2.45 3.75 
DORE, 2csievice MED 2.85 4.35 
ae ae 2.85 3.00 4.50 
DPM. ccc ccusac Me 4.20 6.50 
BOLTS, NUTS AND RIVETS.—De- 


mand is steady and sales are of fairly 
good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
‘ Nuts.—All styles, 60 per cent off 
ist. 

_Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BASEBALLS.—A _ revision in the 
of Reach baseballs discloses 
slightly lower prices for No. 0, which 
jobbers now quote retailers f.o.b. Pitts- 
burgh at $16.50 per dozen, and for No. 
1C, the new price of which is $14 per 
dozen. 


BUILDERS’ 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 x 3 in., $18.50 per 100 pair; 
3% x 3% in., $19; 4 x 4 in, $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 

Hasps.—Hinge, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
ty per doz.; 4% in., $1.14; 6 in., 
1.60 : 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


COIL CHAIN.—An advance of 25c. per 
100 lb. has been announced. 
DOOR MATS.—Fairly good demand is | 
noted; it will be better when there is | 
snow and housekeepers want to keep it 

from being tracked into the house. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Cocoa, $8 to $15 per doz., according 
to size; wire, 15% x 23% in., $1 each; 


18 x 30 in., $1.50; 22 x 36 in., $2.15; 
35 x 48 in., $3.33. 


GAME TRAPS.—Demand still is ac- 
tive. 


HARDWARE. — The 
weather has been open enough to per- 
mit a goodly amount of new building, 
and the demand for building hardware 
is in keeping with that condition. 
Prices are firmly held here. 





JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 
Victor, No. 0, $1.10 per doz.; No. 1, 


$1.38; No. 1%, $2.44; _. 2, $3.36: 
jump, No. | $1.59; No. 1, $1.83; coil 
spring, No. $1.28; Gibbs, 2- rigger, 
a oer doz.; "Saini grip, No. 1, $1.88: 


, $3.35; No, 3, $5.50; No. 4 , $6.70. 


FLASHLIGHTS AND BU LBS —De- 
| mand is good. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. PITTSBURGH: 

Lights.—Everedy, No. 2602, 68c., 
each; No, 2612, $1.10; No. 2630, 84c.; 
No. 2631, 68c.; No. 2660, 84c.; No. 
2619, $1.43; No. 2634, $1.17; No. 2642, 
$2.73; No. 2672, $2.08; No. 2695, $2.28: 
No. 2645, $3.57. 


Unit Broken 
Packages Packages 
Bulbs— Per 100 Each 
No. 1 and No. ii.... $6. 50 10c. 
No. 13 and No. 14.... 17.15 ilc. 
No. 16 and No. 17.... 4 9c, 
i ree ping 7.1 1lc. 


GUNS AND LOADED SHELLS —De- 
mand still is very brisk. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. PITTSBURGH: 

Loaded Shells.—Load 3 oz. by 1% 
oz., 12 gage, Repeater or Nitro Club, 
$32.22 per 1000; Ranger, $28; Leader 
or Arrow, $35.80. 

Guns.—Winchester pump, $39.40 
each; Remington pump, $39.45 each; 
Savage pump, $39.25 each. 

Rifles.—Winchester, model 02, $5.15 
each; model 92 S. F., round barrel, 
$21.90; octagon barrel, $23.30; model 
94 S. F., round barrel, $25.90; octagon 
barrel, $27.95; model 94 carbine, 
$23.95; model 53, $21.90; model 55, 
$32.95; Remington, repeating, model 
12A, $15.86 each; 14A, $36.46; 25 A, 
$23.95; Savage, repeating, model 20, 
$34; -— 40, $24; + y: 99A, & E, 
$30.9 rt F, $34.50; G, $37.50; model 
23A, airs 


HEATERS.-Sales are only moderately 
heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Oil Heaters.—According to size and 
style, $8.75 to $6 each. 

Gas Heaters.—Radiant type, $9 to 
oF as each; reflector type, $2.25 to 


HEATING ACCESSORIES.—Register 
and radiators shields are doing well 
and a good movement of stove and fur- 
nace pipe and of coal hods is reported. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH 

Stove Boards.—Square, wood lined, 
24 in., $12.60 per doz.; 28 in., $18 per 
doz.; 30 in., $20 per doz.; 36 in., $29 
per doz.; paper lined, 24 in., $7.50 per 
doz.; 28 in., $9.50 per doz.; 30 in., 
$10.80 per doz.; 35-in., $16.20 per doz. 

Stove Pipe.—Nested, sheet steel, 5 
in., $3.20 per crate; 6 in., $3.40; 7 in.. 
$4.05; corrugated elbows, 5 in., $1. 30 
per doz.; 6 in., $1.40; 7 in., $1.85; 
aluminum pipe, 4 in., $7.20 per doz. 
joints; elbows, $5 per doz. 

Furnace Pipe.—No. 26 gage, 8 in., 
l6c. per ft.; 9 in., 17c.; elbows, 8 in., 
36c, each; 9 in.. "40c. 

Dampers and Flue Rings.—Damp- 
ers, 3 in... ? per doz.; 4 in., $1.10; 
5 in., $1.20; 6 in., $1.35; 7 in, $2; flue 
rings, 3 in., $1 per doz.; 4 in., $1.25; 
5 in., $1.90; 6 in., $2.20; 7 in., $2.75. 

Coal Hods. — Galvanized, 16 in., 
$4.30 per doz.; 17 in., $4.75; 18 in. 
0.29. 

Coal Chutes.—Black, 8 ft., $6 each; 
10 ft., $7.50; 12 ft. $9. 

Fire Shovels.—Stamped sheet steel 
japanned, flat handle, 50c. per doz.; 
round handled japanned, 60c. to $1.10; 
galvanized, $1.1 Never Break No. 
10, $4.25; No. 16, $4.60; No. 20, $4.80. 

Furnace Scoops.—No. 150-B, $7.50 
per doz.; No. 80, $4.80; No. 81, $4.20. 

Gas Connections.—Lead, 12 in., 22c. 
each; 18 in., 26c.; 24 in., 29c.; 30 in., 
33c.; 36 in., 37c. Flexible steel tub- 
ing, 3 ft. lengths, llc.; 4 ft., 13c.:; 5 
., Woe: 8 ft... 206. — inserted 
tubing, 4%c. per foo 

Register and aeainter Shields.— 
Register shields, No. 1 floor, $12, ner 
doz. net; No. 10, $10; wall, No. $6 
per doz.: No. 20, $ 20; radiator sheet 
stool adjustable, No. 1, $4; No. 2 
$4.50; No. 8, $5; No. 4 $5; No. 5, 
$5. 50: No. 6, $6 list, subject to deal- 
ers’ discount of 30 per cent. 
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HUNTING CLOTHING.— Sales are 
yery satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. PITTSBURGH: 
Coats, $2.75 to $6.50 each; vests, 
$1.50 to $1.80 each; pants, $2; 
preeches, $3.50 per pair; leggings, 
90c. to $2 per pair. 
LANTERNS.—Demand continues good. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS. F.O.B. PITTSBURGH: 
Gasoline.—No. 220, cot each; No. 
228, $6.30; No. 327, $4.7 
Kerosene. —Monarch, Se per doz.; ; 
Junior, $8.50; Little Wizard. $8.50 
D’Lite, $13; Junior Wagon, $17. 25. 
OIL COOK STOVES.—The discount on 
Nesco oil cook stoves is 33% and 5 per 
cent, instead of 33% per cent plus 5 per 
cent, as reported a week ago. 


PAINTING SUPPLIES.— Prices are 
very steady, with business only moder- 
ately active, but probably as good as it 
ever is at this time of the year. 
JOBBERS’ a oven TO RE.- 
TAILERS. F.O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per 
gal. higher); white lead, 13%4c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 11.3c. per Ib. in 
barrel lots. 
ROPE.—Prices of manila rope will be 
the same for the November-December 
period as they were in the previous 60- 
day period. Jobbers’ quote retailers 
f.o.b. Pittsburgh, No. 1 manila at 24c. 


per lb. for % in. and larger. 


WEATHER STRIPPING.—This line 
continues to do well, particularly in 
metal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. PITTSBURGH: 

Meta-Felt, % in., $19.50 per 1000 
ft.; % in., $26 per 1000 ft.; cushion, 
all’ felt, No. 18, $2.40 per 100 ft.; No 
a5 = 85 per 100 ft.; No. 20, $3.25 per 


Tarte, hard bronze, 3 and 4 ft. 
lengths, 5c. per ft. net. Economy, 
for windows, 36 x 36 in., $1 per 
carton of one window set; for doors, 
36 x 84 in., $1.20 per carton of one 
door set, 


WINDOW GLASS.—Sales are season- 
ally heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. PITTSBURGH: 

Single strength A, 83 per cent off 
list; B, 85 per cent off list. Double 
strength A, 84 per cent off list; B, 
86 per cent off list. 


WINDOW VENTILATORS. — Total 
sales reach a good aggregate, but there 
are many makes to divide the business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. PITTSBURGH: 

Continental, metal frame, No. 833, 

» $4.50; No. 837, $4.75; No. 845, $5.20; 
No. 11387, $5.50; No. 1145, $6.30; No. 
1437, $7. 30; No. 1445, $8.10. Prices are 
per doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05: No. 
V937, $4. 50; No. V949, $6. 10; No. V959; 
$6.75; No. V1537, $5. 85; No. 1549, $7.80. 
Prices are per doz. net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per doz. net. 

Schumacher, wood frame_ sheet 
steel, No. 831, $2.75 per doz.; No. 








1137, $4.50. 


Wurldsbest. ae Ls ay _ R $2.50 
Seg No. 3, $3; $3.50; No. 5A, 
$4; No, 6A, $4.75; a 6B, si: all list, 
subject to dealers’ discount’ of 33% 
per cent. 

WIRE PRODUCTS.—Fairly good call 
is noted for nails, but other wire prod- 


ucts are rather slow. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Fence Wire 


per 100 Ib. Annealed Galvanized 
No. 6 to 9 gage....... $3.05 $3.50 
DUNE) c5:50's ke vke waa 3.10 3.55 
> re 3.15 3.60 
PET EO hei ekee cadens 3.20 3.70 
 OIRE So cite nvm sada 3.30 3.85 
DE BE kh cemawecncadnee 3.40 4.05 
Pe ucenecwtecees ee 3.60 4.30 


DOME COLO onc.v ccc tcccsiessuce 

2-point hog ..... 

4-point hog ..... 

4-point cattle 

2-point cattle (special) 
Field Woven Wire Fence (per 100 

rods) 





WES Robb 6s sn dddccetaceeduenns $39.80 
PRUNES kcascccccccceuesesscdcces 55.80 
THEE. cocci csvscaceveststsceced 27.70 
Te DS vepsderdcesscsdvesconcd ees 37.00 
BORE 6.005066 0sdcenseasesucdies 35.80 
BO Abanad cinscadenrdcscweune 49.20 
Poultry and rabbit (No. 14 gage) 
PU DD ca tccttedsecendsonseces $36.50 
DE EE. edo vicicnedencscceceetns 44.00 
a. 6-6 caedebetwneeenseene 49.50 


Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 





eee eee G06; GBC: .cccsccas 
@ it. ieabeeeeeees eo 38c. each 
4. i; ...65c. each 40c. each 
TS ecencucacen caneeee 45c. each 
Bright nails, base per keg, $2.90 


Snappier Weather Helps Consumer Demand of 
Winter Goods—Dealers Buying Holiday Lines 


NEW YoRK CITy, Nov. 13.—Snappier weather has stimulated the 
local wholesale demand for stove supplies, ashcan trucks, ash sifters, 
and kindred early winter merchandise. Holiday goods have been 


very active for several weeks. 
Christmas lines and are dressing 


numbers. Many dealers who have not previously handled toys, sil- 
verware and such profitable specialties are adding these lines this 
year. Jobbers are encouraged by the reception the retailers have 


given holiday goods. 
Consumer demand for holiday 


week. There is some scattered interest shown at present. There 
are no important price changes and collections average fair. 


Retailers are displaying these 
up regular items to appeal as gift 


goods will likely start in another 





ASH SIFTERS.—The current sale of 
this line has been fairly active. Due to 
a recent period of colder weather, an 
Increase in the demand has been no- 
ticed. No change in price is expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Rotary ash sifters, $2 each. 
ASHCAN TRUCKS.—The situation re- 
garding ash sifters is the same for 
ashean trucks. Prices have not changed 
and orders are being met from satis- 
factory stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Moore’s Handy Ashcan Trucks, No. 

05, $2.20 each, and No. 60, $1.85 
each. 

| BATTERIES.—Last minute orders for 
radio batteries in order to get election 
returns on the radio helped the demand 
for this line. Prices are steady and 
jobbers report ample stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6, ignition type, 
321%4c.; No. 7111, same type, 35%4c. 
each. 








Hercules, No. 6, ignition type, 23c. 
each in lots of 50. 

B batteries, No. 771, 42c. each; in 
units of 5; 39c. each; No. 764 and 768, 
$1.22 each; in units of 5, $1.14 each; 
No. 763, $1.05; In units of 5, $1.05 
each; No. 772 (vertical type), $2.06 
each; in units of 5, $1.92 each: heavy 
duty, vertical type, No. 770, $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3.20 each; units of 5, $2.97; 
New Layerbilt, No. 485, $3.22 each; in 
units of 5, $2.97 each. 

BOLTS AND NUTS.—Unconfirmed ru- 
mors still persist that an advance in 
prices will be announced on or before 
Jan. 1. Normal sales continue, as do 
firm prices. ? 

JOBBERS’ QUOTATIONS TO RE- 
= F.O.B. NEW YORK: 

Carriage bolts, 55 off list. Case lots, 
60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 114, 30 off 
list. 

Coach screws, 55 off list. Case lots, 

60 per cent off list. Step bolts, 50 
per cent off list. 
BUTTS.—It is said that in some ,cases 
slight concessions are being made on 
fairly large orders. Prices are still 
fairly firm and stocks remain full. 


JOBBERS’ ae re TO RE.- 
TAILERS, F.O.B. NEW YORK 

Steel butts, 3% by 3%, in case lots, 
1844c. per pair. Less t lan case lots, 
19c. per pair. 





del Mic ant the headin 
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CARPET SWEEPERS.—As the Christ- 
mas season approaches, noticeable in- 
terest has been shown in colored mod- 
els, which are having a steady sale. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carpet sweepers, Standard, $3 each; 
Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Heavy sales are expected 
during the Christmas season. Normal 
demand has continued and prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 


prices; Ben Hur, $1.76; same lumi- 
nous, $2.46. 

Blue Bird, luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, $2.10; 


American, $1.05. 
Auto clocks, ye plain, $1.76; 

same luminous, $2.4 
FLASHLIGHTS.—Increased activity is 
reported by local jobbers. This demand 
is expected to continue through the 
holiday season and no change in price 
is foreseen. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No, 2631, 68c.; No. 2612, $1.10; 
No. 2672, $2.08; No. 2674, $2.08; No 
697, $1.49; No. 2642, $2.73; No. 2644, 


$2.73; No. 2660, 84c.; No. 2634, $1.17; 
No. 2619, $1.43; No. 6993, $2.63; No. 
2645, $3.57. Prices are each and net. 


Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 
FLASHLIGHT UNIT CELLS.—Prices 
are firm and the replacement business 

is reported to be satisfactory. 


JOBBERS’ QUOTATIONS Ld RE- 
TAILERS, F.O.B. NEW YOR 
teed Flashlight unit ed No. 


| ROLLER SKATES.—A dropping off of 
| activity has become more evident dur- 
Ice skate or- 


Prices on ice 





703, 19% No. 706, 13c.; No. 710, | 


68c.; No. “334, 40c.; No. 750, 13c.; No. 
761, 19'%c.; No. 950, 61,4¢.; tg 935, 
6%4c.; No. 409, 32%c.; No. 705, 19%%c.; 
No. 790, 13c.; No. 791, 13c.; No. 700, 
13c. Prices are each and net. 


NAILS.—Although there is not a heavy 
demand, consistent orders are contin- 
ually being received. Stocks are said 
to be ample and prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Common wire nails, bright, 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 16d, $3.75 per keg; 
20d, $3.65 per keg; common wire 
nails, galvanized, 4d, $6.75 per keg; 
6d, $6.50 per keg; 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


OIL HEATERS.—The colder weather 
which has been prevalent in this local- 
ity has brought a noticeable increase 
in the call for heaters. Jobbers are 
filling orders from ample stocks and 
report that prices are the same. 


PRESTONE.—The drop in tempera- 
ture caused increased activity in this 
product. Local jobbing houses have 
been doing a good business. Though 
there is no consumer sale yet, the deal- 








colder weather. 


ders are being placed. 


season of the year /continues. 
are in good condition and prices are 
steady. 


ers are preparing for steady sale. No 


change in price is contemplated. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Prestone, in 1% gallon cans at 
$3.60 per gallon; in one gallon cans, 
33.60 per gallon, and in half gallon 
cans, $3.80 per gallon. N, B.—These 
prices are all given per gallon, not 
per can. 


RADIATOR SHIELDS.—More demand 


has been felt in this territory, due to 
Firm prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Radiator shields, Gem, adjustable, 
, $4; No. l-a, 7% ate. 2, $4.50; 
ha 3, $5; No. 4, $5; $5.50; No. 
6, $6; No. 6b, $6; Now 7 36.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


ing the past few weeks. 


skates will be given next week. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, extension web heel 
and toe straps, plain steel rolls, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with ‘self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: Keys, 
24%4c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100: aajustment bidding bolt 
nut, 65c. per 100, and toe clamps, 
2c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair. 


SASH CORD.—Moderate demand and 
satisfactory stocks are reported. Prices 
are said to vary. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Sash cord, Samson Spot, No. 8, 
65c. to 6714e.; Aetna No, 8, 30c. to 
33144c.; Phoenix No. 8, 39c. to 4l1c.; 
Sachem, No. 8, 38c. 

No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—The normal sale for this 
Stocks 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
4744-10-10; round head blue, 4244-10- 
10; round head, iron, nickel plated, 
27%-10-10; flat head a d, 20- 
10-10; flat head, brass, 4244-10-10; 
round head, brass, 40-10-10. T hese 
discounts apply to new _ standard 
screw lists. 

Round head, brass, 3714-10-10. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
discount. 


TIRES AND TUBES.—Continued de- 


mand still exists for these lines. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40; balloon tire 
tubes, gray, 29 x 4.40, $1.65; 32 x 6.20, 
$3.00. 


TREE LIGHTS.—As the holiday season 


draws near, increased business is being 
placed with local jobbers. Stocks are 
adequate and, while there has not as 
yet been any replacement business, it is 
expected next month. 








JOBBERS'’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

No. $42--Propp 8 light ok ex- 
tension outfit, $1.23 each; in standard 
pkg. quan. of 50, $1.20 each; No. 83~ 
Propp 8 light Mazda extension out- 
fit, $1.48 each; in standard pkg. 
quan. of 60, $1. 44 each; No. 80— 
Propp 8 light Mazda extension out- 
fit, $1.73 each; in standard pkg. quan. 
of 50, $1.69 each; No. 72—Propp 7 
light Mazda multiple set wWweather- 
proof, $2.74 each; in standard pkg. 
quan. of 30, $2. 67 each. 

No. 864—Propp 8 light carbon out- 
fit, 75c. each; in standard pkg. quan. 
of 50, 70c. each; No. 3500—Noma 7 
light Mazda_ twinkling outfit, 
weatherproof, $3.94 each; in stand- 
ard pkg. quan. of 50, $3.84 each; No. 
116—Noma 15 light Mazda twinkling 
outfit, weatherproof, $4.54 each; in 
standard pkg. quan, of 25, $4.43 each; 
No. 3020—Propp Mazda tree star, 
$1.80 each; in standard pkg. quan. of 
30, $1.76 each; No. 305—Propp 12 in. 
plain wreath, $1.16 each; in standard 
vkg. quan. of 10, $1.13 each. 

No. 310—Propp 12 in. silk wreath, 
$2.05 each; in standard pkg. quan. 
of 10, $2.00 each; No. 306—Propp 6 in. 
silk auto wreath, $1.16 each; in 
standard pkg. quan. of 10, $1.13 each; 
No. 1600 Noma—1l4 in. holly wreath, 
complete with 8 Mazda lamps, $3.0) 
each; in standard pkg. quan. of 10, 
$2.93 each; No. 3000—Propp electric 
chimes, $1.48 each; in standard pkg. 
quan. of 50, $1.44 each. 

No. 303—Propp 3% in. copper re- 
flectors, $2.75 gross; packed 8 in a 
box, 18 boxes of 8 in standard car- 
ton; No. Mazda lamp asst., 
packed 100 asst. lamps in box, $7. 80 
per C; No. 78 Mazda lamps, solid 
colors, red, green, yellow, orange, 
white, blue, purple, packed 10 in a 
box, $7.80 per C; No. 99 Mazda lamp, 
intermediate base for No. 72 or No. 
3500 outfit, 18%4c. each; packed 19 
of a color in a box. Colors, red, blue, 
green, orange, opal, yellow. 


TREE STANDS.—This business is the 
same as tree lights. Full stocks and 
steady prices prevail. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 
Christmas tree stands, Gem, 30c. 
each; Crown No. 2, 65%c. each; 
Crown No. 3, $1.09% each. 
VENTILATORS.—The drop in temper- 
ature caused increased business during 
the past week. Satisfactory stocks 
continue and prices are the same. 


JOBBERS’ QUOTATIONS id RE.- 
TAILERS, F.0O.B. NEW YOR 


Continental, metal frame, No, 833, 
$4.50; No. , $4.75; No. 845, $5.20; 
No. 1137 50; No. 1145, $6.30; No. 


, $5.50; 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05: No. 
ig if $4.50; No. V949, $6. 10; No. V959, 

6.75; No. V1537, $5. 85; No. 1549, 
$7.80. Prices are per dozen, net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
& $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per dozen, net 

No. 01B, $3. 60; No. 1B, $4.40. 


WEATHERSTRIP.—More active de- 
mand is reported. Firm prices con- 
tinue. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 
Ww eatherstrip, wood and rubber. 
Per 100 Ft 





40 

Felt weatherstrip, No. 100, 60c. ‘per 
carton. 

Wirfs home comfort strip maroon, 
500 ft. reels, $33.50 per 1000 ft.; white, 
500 ft. reels, $33.50 per 1000 ft. 

Serval weatherstrip, No. 1A, ma- 
roon, 500 ft. reels with tacks, $8.00 
per reel; No. 2B, white, 500 ft. reels 
with tacks, $8.50 per reel. 


Reading matter continued on page 58 
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JUST IN TIME 
FOR CHRISTMAS 


The two assortments pictured here will be 
fast sellers during the holiday season if 


they are displayed. 


The illustrations give no idea of the at- 
tractiveness of these gift boxes. They are 
embossed to suggest a brown leather case. 
Inside there is a grey panel embossed in 
the same pattern as the cover, and the 
knives and shears are set into this in 
spaces cut out to fit snugly. Everything 
about the packing suggests merchandise 
of the high quality of the merchandise they 





K-328 Assortment 
No. 17% Shear 
No. 4607 Lunch Knife 


No. 4605 Utility Knife 
Retail $3.50 contain. Displayed in your windows and 


show cases these beautiful household as- 
sortments are certain to put life into your 
cutlery orders. 


K-428 Assortment 
No. 4508% Slicer 
No. 4607 Lunch Knife 
No. 4605 Utility Knife 


No. K-433 Paring 
Knife 


Most jobbers can supply you promptly. 
If your jobber should not have them, let 
us know at once and we'll see that you do 
Retail $3.00 


not miss your chance to clean up on the 


Christmas trade. Better order at once. 


af Parrr“0“e 


President 








REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Northwest Expects Generally Good Business 
for Remainder of Year—Prices Steady 


business will be general for the remainder of the year. 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., Nov. 13.—There seems to be a feeling 
throughout the Northwest tributary to the Twin Cities that good 


This, it will 


be understood, is a general statement, and some localities are feel- 
ing the low prices for potatoes, or the results of a partial failure of 
acrop. An instance of that is the flax crop in central South Da- 
kota, from where reports come that it is not yielding, in threshing, 
what it was estimated the crop would run. 

With the colder weather coming on, merchants are prepared for 
the seasonal business. Stocks are well filled, and displays are in 
place. Radio has occupied a prominent place for the past few 
weeks, and there is still the holiday season for this line. Wint 
sports goods are coming to the fore. 

Prices are steady and firm, showing no changes this week. 


AXES.—Sales are showing good vol- 
ume. Domestic demand is good. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz. net. 


AUTOMOBILE TIRES AND TUBES. 
—Call for this line is steady, though 
showing signs of diminishing. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Mansfield tires, Liberty cord, 30 x 
3%, $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 
4.40, $9.15; 30 x 5, $13; 32 x 6, heavy 
duty, $21.10; 32 x 6.20, heavy duty, 
$24.85 each, less 5 per cent. Mans- 
field tubes, tan, 30 x 3, single lots, 
$1.50; case lots (12), $1.40; 32 x 4, 
single, $2.50; case (12), $2.40; 34 x 4%, 
single, $3.10; case (12), $3; gray tubes, 
oT types, 27 x 4.40, $1.80; case 

ee 29 x 4.40. single, $1.85; 
c me (12) ath 75; 30 x 5, single, $2.25; 
case ( 3% $2.15; 32 x 6, single. $3.10: 
case (12), $3; 32 x 6.20, single, $3.50; 
case (12), $3.40 each, less 10 per cent. 


BALE TIES.—Sales are good, with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Single loop bale ties, 9% x 14, $1.64; 
9% x 15, $1.46; 9% x 14, $1.68 per 
bundle, net. 


BUILDERS’ HARDWARE.—Demand 
is showing the lateness of the season, 
though deliveries are still fair. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3% x 3% steel butts, old copper 
and dull brass finish, 19c. pair in less 
than case lots, 18c. pair in case lots; 
4 x 4 steel butts, old copper and dull 
brass finish, 26c. pair in less than 
case lots 25c. pair in case lots; broad 
bevel steel inside sets, old copper or 
dull brass finish, one piece knobs, 
less than case lots, $7 doz. sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylinder 
brass outside trim, bit-keyed front 
door sets, per set $1.85; cylinder 
front door sets, $6. 50 per set. 


Reading matter continued on page 60 


Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in,, Tic. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 


er 


doz. pair; light plain tee hinges, 3 


in., 62c. doz. pair; 4 in., 78c. doz. 
pair; heavy plain tee hinges, 4 in., 
$1.06 doz. pair; 5 in., $1,20 doz. pair; 
6 in., $1.40 doz, pair; 8 in., $1.95 doz. 


| pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
| 
| 
| 
| 
| 
| 


pair; extra heavy plain tee hinges, 4 
in.. $1,28 doz. pair; 5 in., $1. 58 doz. 
pair; 6 in., $1.89 doz. pair; 8 in., $2.83 
doz. pair: "10 in., $4.53 doz. pair net. 


| COAL HODS.—Sales are improving, 


with stocks ready for the real dema 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Japanned open coal hods, 17 in., 
$3.35; 18 in., $3.85; japanned funnel, 
17 in., $4.30; 18 in., $4.90; galvanized 
open, 17 in., $4.65; 18 in.. $5.40; gal- 
vanized funnel, 17 in., $6; 18 in., $6.80 
doz. net. 


PIPE AND ELBOWS.—Call for t 


season. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 28 ga., 5 in., S.B. 
slip joint, in crates; $65. 25 per 100 Sit: 
6 in., $6.40; conductor pipe, 28 ga., 3 
in., in crates, not nested, $5.10 per 
100 ft.; 4 in., $7.15; 3 in. galvanized 
corrugated conductor elbows, $1.73 
doz.; 4 in., $2.88 per doz. net. 


with no change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Field fence, 9 ga. top and bottom, 
11 ga. intermediate, 26 in. high, 
$39.69; 32 in., $46.12; 39 in., $62.93; 


47 in., $59.74. 
Ten gage top and nemoe. 15 ga. in- 
termediate, 26° in., $30.04; 32 in., 


$34.54; 39 in., $39.42; 47 ih. $44.30. 
FILES.—Sales show a good volume 
trade in this line. Prices are firm 
quoted, 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


GALVANIZED WARE. — Sales 








nd. 


EAVES TROUGH, CONDUCTOR 


his 


line is falling off with the end of the 


FIELD FENCE.—Demand is still fair, 


of 
as 


are 


steady, with good demand for several 





items in’ the line. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B, TWIN CITIES: 


Standard 10 qt. ats pale at 


$2.55; 12 qt., $2.70; $3; 16 qt., 
stock pails, $4.70; 18 ae ‘és. 50; stand- 
ard — Aub: bs, z, ’$7; No. 


2, $7.90; No. ‘ ry Seaey alvan- 
ized tubs, No. 1, $12 85; No. oe Sit 05; 
No. 3, $15. 25 doz. net. 


GLASS AND PUTTY.—Sales are 
good, with stocks being kept filled. 
Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. TWIN CITIES: 

Single and double strength glass, 
Minnesota prices, 85 per cent from 
lists; strictly pe putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 


ICE CREAM FREEZERS.—Demand is 
normal for this time of the year. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


White Mountain freezers, 2 at., 
$2. 80; 3 qt., $3.38; 4 qt., $4.14; 6 qt., 
$5.25; 8 qt., $6.75; each net. Arctic 
freezers, 2 aqt., $2.30; 3 qt., $2.78 4 
t., $3.40; 6 qt., $4.30; 8 qt., $5.55; 10 
qt., $7.40; Acme, 2 qt., galvanized, 
75c.; 4 qt., enameled, $1.65 each, net. 


NAILS.— Deliveries are still fair, 
though the end of the building season 
is in sight. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100 lb. kegs at 
$3.10 per keg base. 


OIL STOVES AND HEATERS.—De- 
mand for oil stoves is steady, though 
rather light at present. Oil heaters are 
selling well. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Nesco.—No. 450R, $60; No. 400R, 
$55; No, 215-1105, $51.50; No. 215, $41; 
214-1104, $38.50; No. 214; $30; No. 213- 
1103, $30.50; No. 213, $23.50; No. 212- 
1102, $23.50; No. 121, $18; No. 211, 
$10. Prices quoted are for Nesco 
Zone No. 1, including Twin Cities 
territory and are subject to dealers’ 
discount of 33%-5 per cent. 

Nesco Ovens.—No. 12, $1.80; No. 05, 
$2.10; No. 5, $2.25; No. 010, $3.90; 
No. 10, $4; No. 22, $4; No. 020, $4.50; 
No. 20, $4.75; No. 030, $5; No. 30, 
$5.30; No. 030, $6; No. 301, $6.30. 
Dealers’ discount, 33%-5 per cent. 

Nesco Wicks Cook Stove.—$3.00 per 
doz. same discount as Nesco stoves. 
Nesco oil heater wicks, No. 348, 40c. 
each list; No. 515 Giant, list, 75c. 
each. Discount on Nesco_ heater 
wicks, 30-5 per cent. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burner, 
glass swing door, $6.20; Puritan, No. 
42G, 2 burner, glass drop door, 
$5.50; No. 42, 2 burner, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green porcelain, Pyrex globe, $16.50; 
No. 1526, black japan, Pyrex globe, 
$9.75; No. 1530, black japanned, 
nickel trimming, $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent; on 
all purchases amounting to $250 or 
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Accessible with 














Just by glancing at the illustration shown below, you can see 
how easy and simple it is to open or shut Slidetite equipped 
garage doors. Instead of being outside, all Slidetite garage 
door hardware is inside. So Slidetite doors can’t blow shut. 
They won’t stick or sag. They won’t rust. And because they 
do away with dangerous center posts, they give an unob- 
structed, full-width opening. 


No matter what weather conditions may be, you can always get 
in and out of your garage as easily as you enter or leave your 
house—once you have installed Slidetite. In the most bitter 
days of winter, as in mid-summer, they respond instantly— 
even to the light touch of a child. In brief, Slidetite is the very 
last word in garage-door convenience and efficiency! 
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more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.—Demand is im-- 


proving, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17: No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 teapots, $1.67; No. 26 teapots, 
$2.33 and No. 953 percolator tops, 7c. 
each net. 


REGISTERS.—Call for this line is 
steady, with fair volume. Prices have 


not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Cast iron registers, 20 per cent, 
and wrought steel registers, 40 per 
cent from lists. 


REGISTER AND _ RADIATOR 
SHIELDS.—Sales are on the upgrade 
in shields, as the furnaces are put to 
work more steadily. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. rices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 

Radiator shields, Gem, adjustable, 
No. 1, $4; No. 1-a, $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


ROPE.—Demand is fair, with prices un- 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 28c.; best grade sisal rope, 
17c. Ib., base. 


SANDPAPER. — Sales are showing 
good volume, with stocks well filled. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SANITARY PRODUCTS.—Call for 
many items in this line-is good. Stocks 
are kept well assorted, with prices re- 
maining firm. ’ 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn,: 4% oz. size; 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 07. 
size, $5.40 per doz.; Presto Lustre, 6 
oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.;: 16 oz. size, $5.40 per 
doz.; and Dry Cleaner, 8 oz. size, $3.60 
per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo, 
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triple strength, 16 oz. size, case of 2 


doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. WVesolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz.-cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
yg $2.15 per doz.; gross lots, $2 per 
oz. 

Chaco boiler liquid, single quarts, 
$2.50: half doz. quantity, $2 per qt., 
and doz. quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz, cans, 1, 2 and 3 doz. 
cans to the carton, $3.50 doz.; Her- 
cules boiler compound, qt. cans, $1.50 
each. 

Economy plumber drain pipe 
cleaner, 1 lb. cans, $2 per doz.; 2 Ib. 
cans, $3.90. The 1 lb. size is packed 
in 1, 2 and 3 doz. to the carton, and 
the 2 lb. size is packed 1 and 2 doz. 
to the carton. 


SASH CORD AND WEIGHTS.—De- 
mand is getting lighter as the season 
advances. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


_Best grade sash cord No. 8 (base), 
65c.; second grade, 38c.; third grade, 
te cast iron sash weights, $2 cwt. 
net. 


SCREWS.—Deliveries are steady, with 
stocks well filled. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent; 
round head iron nickel plated, 25 per 
cent; flat head brass, 45 per cent; 
— head brass, 40 per cent from 

sts. 


SOLDER.—Demand is fair, with price 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Strictly half and half solder at 33c. 
and warranted half and half solder 
at 34c. a lb. in 100 Ib. boxes, net. 


STEEL SHEETS. — Demand is fair, 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized steel sheets at $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.); 
Armco galvanized iron, 24 ga., $6.65 
cwt., net. 


STOVE PIPE, ELBOWS AND DAM- 
PERS.—This line is selling well, with 
stocks well filled. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Stove pipe, uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated, 6 in. 
elbows, $1.27; adjustable charcoal 
iron, 6 in. elbows, $2 doz.; cast iron, 
wood handle, dampers, 6 in., $1.25: 
coil handle, $1.15 doz., net. 


STOVE BOARDS.—Sales are showing 
good volume. Stocks are ample and 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Crystallized stove boards, 28 x 28, 
$16; 30 x 30, $18.60; and 36 x 36, 
$25.95 doz., net. 


STOVE SHOVELS.—Sales are fairly 
good, with indications of improvement. 
Prices have not changed. 


getting better. 
and prices firm. 


WIRE.—Demand is fair. 
is still selling fairly well. Wire for con- 
struction purposes is showing signs of 
decline. Prices have not changed. 


WHEELBARROWS.—Demand 
Stocks are graded down 


coming light. eli 
rices have 


for the end of the season. 
not changed. 





JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. TWIN CITIES: 

Stove shovels, japanned, 14, in., 
50c.; Jumbo, japanned, 21% in., $1.35: 
Jumbo, Jr., japanned, 75c. doz., net. 


TIN.—Demand is steady, with prices 
firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.50 box, and roofing tin, IC, 20 x 
28 in., 8 lb. coating, $15.50 box, net, 


WEATHER STRIP.—Call for weather 
strip is good, and with indications of 
Stocks are well filled 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. TWIN CITIES: 

Weather strip, wood and felt, % 
in., $2.10; % in., $3; 1 in., $4.20; 
Wirf's full reels, $3.50; Bosley, full 
reels, $3.75 per 100 ft.,’ net. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, $2.97 per 
80-rod spool; painted hog barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvanized wire, $3.55 
ewt.; No. (base), smooth black 
wire, $3.10 cwt. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and Me- 
teor, fully bolted, barrel type tray, 
$34.50 doz., net; No. 2, tubular bar- 
rows, $7.33; No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each, net. 


WINDOW VENTILATORS.—There is 
a steady demand for ventilators, and 
stocks are kept well filled. Prices are 
firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No, 1549, 
$7.80. Prices are per doz., net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per doz., net. 


WRENCHES.—Sales are showing 4 
fair volume. 


Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches.— Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No, 90, Square Socket Set, $3.70; No. 
1817, Giant “Snap-on” with extra 
heavy duty ratchet, $27.35 list, less 
33% per cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96: 
and 10 in., $8.64 doz., net. 
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Simonds Special 
Cross-Cut Saw Files 


Utility and service—that explains the 
reason why filers and users of cross-cut 
saws demand the SIMONDS SPECIAL 
CROSS-CUT SAW FILE. For many years 
it has been the standard file of its kind, and 
it is even better than ever now. Shaped right 
and made right it files more saws and does it 
better. 
For more business, profit and customer 
satisfaction dealers should sell SIMONDS 
SPECIAL CROSS-CUT SAW FILES. 
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New England Trade Expects Expansion— 
Collections Only Fair—No Price Changes 


(Boston office of HARDWARE AGE) 


Boston, MAss., Nov. 13—New England shelf hardware jobbers 
predict an expansion of business during the remainder of the year. 
The election completed, they feel encouraged to make this report. 
Collections have been somewhat slow in this territory and orders 
for fall merchandise are not up to a normal basis. 

It is felt by many factors in this market that retailers have been 
overcautious in their buying and their stocks may become unbal- 


anced and too small. 


There are no important price changes noted. 





AUTOMOBILE ACCESSORIES.—Lo- 
cal jobbers have issued new price lists 
on automobile tires and tubes. No 
price changes are noted on the largest 
sizes of tires, but the medium and 
smaller ones are 2% to 5 per cent 
cheaper, and lower than ever before in 
the history of tire making. Quite a few 
retailers are taking advantage of pre- 
vailing prices to stock up. There is 
also a demand for tire chains, but bad 
going is needed to speed up sales. 


JOBBERS’ ot pe nod TO RE- 
TAILERS, F.O.B. BOSTO 

Tires.—Mansfield line, ais wide, 
30x3 a $8.85 each; 31x4 in., $11. 
9g ‘$11. 80; 33x4 in., $12: 40; 320 

4% in $15. 55; 33x4%4_ in., $16.20; 
34x4% in., $16.70; 33x5 in., $21.15; 
35x5 in., $22.70. Discount 5 per cent. 

Tires.—Mansfield line, balloon. 27x 
4.40 in., $7.20 each; 29x4.40 in., Be aes 
30x4.50 in., $8.45; 30x5. 00 in., 
31x5.00 in., $10. 65. Discount : rout 
cent. 

Tires.—Mansfield line, balloon, six 
ply, 30x4.50 in., $11.05 each; 30x5.25 
in., $13.85; 30x5.50 in., $15.65; 35x6.00 
in., $18.55. Discount 5 per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27x4.40 in., $15. 60 uer carton; 
30x4.50 in., $18. Discount 10 per cent. 
In less than carton lots, 10c. per tube 
should be added to the cost. 

Tubes.—Mansfield line, six to the 
carton, 30x4.75 in., $9. 90° per carton; 
31x5.00 in., $10.50; 30x5.25 in., $11.40; 
29x5.50 in., $12. 90: 30x5.50 in., $13.50; 
30x6.00 in., $12.90; 31x6.00, $13. 20; 32x 
6.00 in., $13. 80; 33x6.50 in., $16.50. 'Dis- 
count 10 per cept In less than carton 
lots, 10c. per tube should be added to 
the list. 

ogy wg % gal. containers, 
3.80 1; in 1 gal. ——— 
3.60; in " gal. containers, $3.60 for 
crate lots. Testers, $1.50 each. 


BUILDERS’ HARDWARE. — Jobbers 
intimate some change is coming on at 
least one line of builders’ hardware. 
Just what the change will be they are 
not prepared to state. For November, 
the demand for this class of merchan- 
dise is remarkably good, but it repre- 
sents, according to jobbers, the cleaning 
up on retail contracts. Not much ac- 
tivity is anticipated the remainder of 


1928. 
JOBBERS’ tag Abas TO RE- 
TAILERS, F.O.8. BOSTO 
Sets.—Competitive rhea ‘latch, $5 
r doz. net; inside lock, $5 in case 
ots; other sets up to $17.20. Front 
door, $1.40 to $6 each net; vestibule 
door, $1.25 to $5.50; front door, $7 
$32 $14: estore door handle, $2.50 to 





CHRISTMAS TREE OUTFITS. —In 
numerous instances retailers have cov- 
ered their Christmas tree outfit require- 
ments. New orders are coming in 
slowly, however, and it is evident that a 
majority of retailers intend to wait 
until the last minute for supplies. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Outdoor.—No. 110, 10 light, clear, 

in less than standard packages, $5.64 

per set, net; in standard packages, 
$5.50. With assorted colored lamps, 
in less than standard packages, $6.09 
per set; in standard packages, $5.94 
Window.—No. 161, in lots of less 
than 10 sets, $2.40 per set net; in 
lots of 10, $2.35. 
Outfits. — Tree, inside, 8 light, 

Mazda, No. 842, in less than carton 

lots, $1.23 each net, in carton lots of 

50, $1.20. No. 8000, 8 light, Mazda, 

battery, in less than cartons, $1.34 

per set, net; in cartons, $1.31. Same, 
fancy, in less than cartons, $1.60, in 
cartons, $1.56. Eight light, fancy, 
tungsten, No. 108, in less than car- 
tons, $1.73; in cartons, $1.69. Seven 

Mazda, multiple, No. 72, in less than 

cartons, $2.74, in cartons, $2.67. 


CLOCKS.—There is a consistent de- 
mand for all kinds and makes of clocks, 
especially the alarm types. Retailers 
as a rule are cautious in purchases, 
however. Indications are 1928 will be a 
normal year in the public consumption 
of clocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Clocks.—Westclox line, Big Ben, 
$2.29 each net, luminous, $3.16; Big 
Ben De Luxe, "$2. 64; luminous, 3.52; 
Baby Ben, $2.29; luminous, $3.16: 
Baby Ben De Luxe, $2.64; luminous, 
$3.52. Sleepmeter, $1.40; luminous, 
$2.10. Blue Bird luminous, $1.76. 
America, $1.05; luminous, $1.58. Ben 
Hur, with base, $1.76: luminous, $2.46. 
If 2’ doz. clocks of one design or as- 
sorted are purchased a discount of 
a4 per cent is allowed. 
aterbury line. — Thrift, in case 
lots of 50, 70c. each clock; Trusty, 
silver alarm, 75c.; New Haven, $2.10; 
Tel Tale, square, "$1. 35; Boston, $2.75; 
competitive, 70c. Tom Tom, in case 
lots of 24, $2.10 each clock. 


CORN POPPERS.—While a long way 
from the record of pre-war days, sales 
of corn poppers have, perhaps, some- 
thing of a shade on those of a year 
ago. Buying is confined to a compara- 
tively few styles. 


JOBBERS’ ever sree TO RE- 
TAILERS, F.0.B8. BOST 

Corn Poppers.—All inh 6 in., $3 
per doz. net; 7 in.,' $3.35; Wellesley, 





No. 947, $3.68; No. 949, $7. Competi- 
tive, combination of Wire and wood, 
$1. 50, $3.25 and $3.75 per doz. net. 


IRON AND STEEL.—Heavy hardware 
jobbers, practically without exception, 
say they are doing a better business 
than in any previous month this year. 
Individuals are not only buying more 
often, but in larger quantities. Prices 
are very firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOST 


Steel.—Soft steel “iit ae per 
100 lb. base; flats, $4.15; plain con- 
crete bars, $3.26%; deformed con- 
crete bars, $3.2614; tire steel, $4.50 to 
$4.75; open- -hearth spring steel, $5 
and $10; crucible spring steel, $12; 
bands, $4.014%% to $5; hoops at $5.50 to 
$6; half rounds, $4.90; ovals, $4.90; 
hexagons, $3.261%4; cold-rolled steel, 
$3.95 to $4.45; toe- ay ae $6; 
structurals, angle es beams, 
$3.36%4; plates, $3.36%% ry 33. 59. 

Iron. — Refined, iron bars, $3.2614; 
best refined, $4.60; Wayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 


~KEGS.—Sales of kegs this year will 
fall considerably short of recent former 
years. Jobbers are inclined to attribute 
conditions to a “poor apple year.” 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Kegs.—Douglas fir, varnished, 5- 
gal., $1. AY each net; 10-gal., $1.67; 
15-gal., $1.97; 20-gal., $2.26; 25-gal., 
$2.57; $0-gal, $2.73; 50-gal., $3.87. 

Bungs—Gem line, No. 3, 16c. each 
net; No. 4, 20c.; No. 5, 238c.; No. 
26c. Extra bungs, $6 per 1000 count. 


KIDDIE CARS.—All kinds and makes 
of toys have sold well so far this fall. 
At the moment there is an especially 
good movement of Kiddie Kars out of 
jobbers’ stocks. All toys being deliv- 
ered this month have a bill dating of 
Dec. 1. That fact has helped to drive 
some retail dealers into covering their 
requirements, Jobbers are of the opin- 
ion that 1928 will be the biggest toy 
year on record. 
JOBBERS’ QUOTATIONS TO RE- 
pre F.0.B. BOSTON: 


—No. 201, $2 each net; No. 

200 E. 67, No. 203, $3.34; No. 204, $4; 
No. 205, $4.67. 

oa. —No. 605, $7 each net; No. 
606, $7. 

thal —With handle, No. 1651, 
$3.34 each net; No. 1665, $4.34. 
Tenders.—No. 1605, $3 each net; 
No. 1606, $3.67. 
eR ey No. 101, $1.50 each 
aati Ei i, 103, $2.50; No. 
e% "No. “g 5, $3.3 


phe —Pedal, Mecca No. 124, $2.67 
each net; No. 125, $3.33. Spring gear 
construction, No. 156, $3.67, No. 157, 


NAILS.—Retailers continue to buy 
nails on a hand to mouth basis despite 
the almost universal feeling among 
them that prices are likely to go higher 
any day. Not one retailer interviewed 
the past week expects cheaper nails for 
some months at least. The character 
of their buying clearly illustrates their 
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willingness to allow the other fellow to | 
carry the basket. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Nails.—Wire, from store, $3.40 per 
keg base; from mill, in car lots, $2.65 
per keg base; in less than car lots, 
$2.90. Cement coated, in count kegs, 
from mill in car lots, $2.60 per keg 
base, f.o.b. Pittsburgh; in less than 
carload lots, $2.85. Cut nails, from 
store, $4.25 per keg base; galvanized 
cut nails, from stock, 8d. and smaller, 
$6.25 per 100 lb. base; larger sizes, 
$6.85. Mill shipments, 8d. and smaller, 
$5.75 base; larger sizes, $6.35. Hard- 
ened steel floor, direct shipments, 
$7.60 f.o.b. Wareham, Mass.; from 
store, $8.10. Western cut nails, di- 
rect shipments, in less than car lots, 
$3.50. Tremont cut nails, direct ship- 
ments, $3.95 per keg, f.o.b. Ware- 
ham. 
PAINTS.—New price lists have been 
issued by at least one manufacturer of 
paints and accessories. The new lists 
show modifications in certain containers 
of mixed paints, but reductions are by 
no means carried throughout the 


schedule. 


RAKES.—Certain types of lawn rakes 
still are enjoying a fairly broad mar- 
ket. Just now, as the season nears the 
end, however, retailers are quite cau- 
tious in purchases. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Rakes. — Lawn, wooden, 3 bow, 





steel, Hub, $9 per doz. net; 3 bow, 
steel, hand made, $10. Wood handle 


on rake with 24 teeth, 24 grade, $6.60 

per doz. net. 
SCALES.—There is a growing demand 
for scales, more especially the bathroom 
kinds, People keep tabs on their weight 
as never before, and the bathroom scale 
makes a very suitable gift at any period 
of the year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Scales.—House, Uatwersel, No. 412, 
$1.60 each net; No. 1412, $1.90; Co- 
lumbia, No. 6021, $1.25; No. 16021, 

Bathroom. — Universal, No. 9300, 
$10.50 each net; Health-O-Meter, 
$10.50; in lots of four, $9.50. House- 
hold and baby, No. 425, $3.40 each 
net. 

SKATES.—Jobbers still maintain they 
are securing orders for ice skates, both 
with and without shoes. Roller skates 
are, perhaps, moving better, but the ad- 
vantage is slight. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Ice Skates.—Union line, men’s No. 
524%, $1.36 per pair net; No. 424 
$1.74; hockey and figure, $2.69; 
Canadian hockey, No. 5%, $1; No. 7, 
r 67; ladies’, No. 52, 97c.; No. 5624, 

1.17; No. 5624%, $1.49; No. 5724%, 
i 92: children’s bob skates, 40c. 

SLEDS.—Orders for sleds of all kinds 
and makes continue to dribble in. What 
is needed to bolster up business is a 
real good snow storm, say jobbers. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 





Sleds.—_Speedaway, No. 99, $10.80 
per doz. net; No. 100, $12; No. 150, 
$14.40; No. 200, $18; No. 250, $20.40: 
No. 300, $25.20. Flexible Fliers, No. 
1, $2.50 ‘each net; No. 2, $3.17; No. 3, 
$4; No. 4, $4.34; No. 5, $5.84. Racer, 
$4.34 each net. Racer, Jr., $3.50. 
Framed sleds, No. 52, $11.40; No. 54, 
$17.40; Clipper, No. Z, $10.80; No. 4, 
$14.40; No. $18. Baby sleighs, No. 
0, $10.80 ake net; sleigh boxes, $43.20 
per doz. Lightning snow scooter, $24 
per doz. net. 


TRUCKS.—Everybody appears to be 
pushing ash can truck sales, and that 
includes the retail hardware dealer. 


JOBBERS’ Qu0TA TIONS TO RE- 
TAILERS, F.O.B. BOST 

Trucks.—Ash can, ie: ‘Men, $30 
per doz. net; Essex barrel, $4 each. 


VEGETABLE BINS.— Many people 
moving back from the seashore and 
country during the past month or two 
have found it necessary to buy a vege- 
table bin. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Bins.— Vegetable, standard makes, 
$1.50 each net. 


WINDOW GLASS.—Glass is moving 
better than it did heretofore, but buy- 
ers are cautious in purchases, 
JOBBERS’ og fhe Teed TO RE- 
TAILERS, F.O.B. BOST 
Window Glass.—Third il sin- 
gle B bracket, 88 and 5 per cent dis- 
count. All other singles, 88 per cent 
discount. Double B and all sizes, 87 
per cent discount. 





Jobbers Committee Reports Investigation on Lowering the 


George A. Fernley, secretary-treas- 
urer of the National Hardware Asso- 
ciation has sent out from his office in 
Philadelphia the report of the special 
committee appointed to investigate the 
lowering of the cash discount. This 
committee reported to the Metal Branch 
of the Association during the recent 
convention in Atlantic City, N. J., as 
follows: 

“Your Committee wishes to present, 
as a result of the deliberations of the 
special meeting held in Pittsburgh, 
Sept. 5, the following resolution which 
was originally adopted in 1899 when a 
similar movement to lower the cash 
discount was proposed: 

“That it is the sense of the National 
Hardware Association that the dis- 
count, 2 per cent for cash 10 days, 
formerly given by the manufacturers of 
steel and iron goods, be not construed 
as bank interest, but as a premium for 
prompt payment and as an insurance 
or protection of credits, and further 
that such or similar discount be re- 
tained where still allowed, and that we 
urge its restoration where it has been 
discontinued.” 

The reasons for this are as follows: 

(1) The cash discount is an in- 
surance or protection of credit for the 





reason that it permits the extension of 


Cash Discount 


credit on a ten-day basis to those who 
are only entitled to credit for this 
period and no longer. 

(2) If the 2 per cent is withdrawn, 
it will tend to increase accounts re- 
ceivable of mills and jobbers to a figure 
that would in many cases necessitate 
refinancing and considerable additional 
capital. ' 

(3) The 2 per cent cash discount 
should not be regarded in the light of 
bank interest, but as a premium for 
prompt payment or a penalty for failure 
to make payment within the ten-day 
period. 

(4) The 2 per cent cash discount 
should be and is generally regarded as 
a legitimate item of cost just as raw 
material, labor, freight, etc., and should 
be always added as such by all mills 
and manufacturers. 

(5) The reduction of the cash dis- 
count would reducé net profits of 
jobbers, which are now approaching 
the vanishing point. It can be definitely 
proven from reports compiled by our 
Association. 

(6) The reduction of the cash dis- 
count by the sheet steel mills would 
set an example for similar action by 
other groups of manufacturers. 

(7) It would not be possible for 
jobbers of sheet steel, hardware and 





kindred lines to reduce their cash dis- 
count to one-half of a per cent to their 
trade for the reasons given in the 
articles 1 and 2 and also because of the 
diversity of the lines distributed by 
them and competitive condition among 
the hundreds of distributors handling 
sheet steel whose territories overlap. 

(8) We understand the chief conten- 
tion of the mills in proposing the reduc- 
tion of the 2 per cent cash discount is 
because they claim it is costing them 
36 per cent. We wish to refute this 
statement and point out the fact that 
the only cost to them is the interest rate 
that they are compelled to pay on their 
account receivables which is offset by 
the penalty of 2 per cent collected from 
those who do not discount. 

(9) The jobbers can only figure 2 
per cent on the number of turn-overs 
of their stocks which average four 
times per annum, or 8 per cent on the 
amount invested in stock. The one- 
half of a per cent discount, if put into 
effect, will show the jobbers a loss of 
6 per cent. 

(10) The reduction of the cash dis- 
count will not only greatly increase ac- 
count receivable, but will add to the cost 
of collection, which will affect both 
mills and jobbers. 
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‘| This most assuredly is an age of won- 

ders. The ladies are using snakeskins and 
catskins for shoes, and even banana and 
orange skins make wonderful slippers. 


TRY THIS 


Policeman (producing his notebook)— 
“What's your name?” 

Motorist—“Aloysius Alastir Cyrianus.”’ 

Policeman (putting book away )—‘‘Well, 
don’t let me catch you again.” 


She was only a photographer’s daugh- 
ter, but she certainly was well developed. 


Traffic Cop—“Come on! What’s the 
matter with you?” 
Truck Driver—‘I’m 


my engine’s dead.” 


well, thanks; but 


“This is a hard world,” said Pat, as he 
knocked off for the day. 

“Vis,” said Mike. “Oi be thinking the 
same ivery time Oi put my pick into it.” 


No one can realize what eternity really 
is, but the fellow who pays a dollar 
down and a dollar a week has a pretty 
fair idea. 





“Clara,” her father shouted upstairs, “I 
think that bashful young man of 
is out on the porch.” 

“Why, Pa,” exclaimed Clara, hustling 
down the stairs three steps at a time, “I 
didn’t hear him ring.” 

“Neither did I,” admitted her father, 
“but I heard his knees knocking together.” 


Mother—“Johnny, you've been fighting 
again. What is that bruise on your head?” 

Johnny—“I wasn’t fighting at all. That 
was a mistake.” | 

Mother—“A_ mistake ?” 
Johnny—“Yes, I was sitting on that 
little mutt Bertie this morning and I for- 
} got to hold his feet.” 


In the parlor there were three, 

She, the parlor lamp and he. 
Two are company, no doubt, 
So the little lamp went out. 


‘ 
A 
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yours 


| another car. 





Bridegroom—‘“Would you mind if I went 
into a smoking compartment for a little 
while, dear?” 

Bride—‘To smoke ?” 

“Oh, no! I only want to experience the 


| agony of being away from you, so that 


the joy of my return will be all the more 
intensified.” 

Teacher—“Tommy, you’ve not done a 
bit of work this morning, and I’ve told 
you again and again that the devil finds 
work for idle hands to do.” 

Tommy—“Yes’m.” 

Teacher—‘Now take out your copybook 
and write that out 20 times.” 


Hardware Dealer’s Son (bragging to 
visitor )—‘‘We’re a wonderful family. Pa’s 
a hardware man, Ma has electricity in 
her hair, and Grandma has gas on her 
stomach.” 


First Clerk—“Do you have long hours 
in the new store where you’re working?” 

Second Clerk—“No—the usual 60-minute 
kind.” 


-4 





“You seem to have had a serious acci- 


| dent ?” 


“Yes,” said the bandaged person, “I 
tried to climb a tree in my motor car.” 

“What did you do that for?” 

“Just to oblige a lady who was driving 
She wanted to use the road.” 


Sally—“I am the, happiest woman in the 
world. I am marrying the man I want.” 
Modern Friend—“Yes, but true happiness 


comes to a girl by marrying the man 


| somebody else wants.” 


A sultan at odds with his harem 
Thought of a way he could scare ’em; 
He caught him a mouse 
Which he freed in the house, 
Thus starting the first harem scarem. 





Uncle Mark—“You young lads of to- 
day want too much. Do you know what 
I was getting when I married your aunt?” 

Maurice (his nephew)—“No; and I'll 


| bet she didn’t, either.” 
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Little yarns that others have laughed 
. over culled from various sources. 
k contemporary puts it: 
have been copied, the rest will be.” 


“Some of them \ 
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There was a fearful crash as the train 
struck the car. A few seconds later Mr. 
and Mrs. Pickens crawled out of the 
wreckage. Mrs. Pickens opened her mouth 
to say something, but her husband stopped 
her : 

“Never mind talking,” he snapped; “I got 
my end of the car across. You were driv- 
ing the back seat, and if you let it get hit 
it’s no fault of mine!” 


do?” 

He—“Oh, the same as you would do 
yourself.” 

She—“You wretch! I have always sus- 
| pected it.” 


| She—“If I should die, what should you 
| 





“Tf there were Mr. Jones, Mrs. 
the baby, how many were 


Teacher 

| Jones and 

| there?” 
Johnny—“There were two, and one to 


carry.” 


“How do you like bathing beauties?” 
“T don’t know. I never bathed one.” 


- 


TRESPASSING IN 1952 
Jones—“Smith, will you quit flying your 
airplane through my air, or have I got to 
install a vacuum over my front lawn?” 


Some people wonder what the Mormon 
wedding ceremony is like. It’s something 
like this: 

Preacher (to groom)—“Do you take 
these women to be your lawfully wedded 


| wives?” 


Groom—“T do.” 

Preacher (to brides)—“Do you take 
this man to be your lawfully wedded hus 
band?” 

Brides—“We do.” 

Preacher—“Some of you girls there in 
the back will have to speak louder if you 
want to be included in this.” 


Dealer—‘So you feel sure your boy will 
be a big executive when he grows up?” 

Customer—“Yes, it takes him so long to 
eat his lunch.” 
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Everybody’s Business 
(Continued from page 35) 


One might continue and tell of dozens of other results 
of research no less astonishing. The story of the crea- 
tion and growth of the rayon industry contains facts 
that are almost unbelievable. The same thing is true 
with respect to research developments in the fields of 
coal tar, insecticides, luminous paints, adhesives, motor 
fuels, refrigeration, food preservation, light vibrations 
and electrochemistry. One may well inquire if this 
tremendous revolution in life and industry is to continue 
unabated. Will there be any lessening of the hazards 
that business must face in the years ahead from un- 
expected discoveries ? 

The answer is no. We now have more than a thou- 
sand industrial research laboratories in America employ- 
ing over 16,000 scientists, and spending upward of 
$120,000,000 each year for experimental work. In the 
field of metallurgy alone there are 251 laboratories en- 
gaged mostly in the study of furnace practices and new 
alloys. We may be sure that the disclosures of new 
knowledge will be increasingly apparent and there will 
be no cessation of the forces now engaged in making 
and breaking industries. 

A great cry has gone up for the stabilization of busi- 
ness. Unfortunately, this plea will be sounded in vain. 
There will be a continual upsetting of “normal” price 


relationships by a multitude of new inventions and chem- | 


Dietz for CLEAR Licur / 


this were not prevented by legislative restrictions, sci- | 
ence itself would take a hand and nullify monopolistic | 


ical discoveries. Just as the automobile and the airplane 
forced a revolution in railroad rates and practices, so 
will synthetic rubber and scores of other new products 
bring about no less important upheavals. Price fixing 
can only be brought about by a monopoly, and even if 


action. In Japan there was a ¢amphor monopoly; in 
Chile, one in nitrates; and in India, one in indigo. All 
of these found their power largely destroyed and prices 
cut as a result of the research of chemists in other lands. 

Current developments in the manufacture of synthetic 
perfumes indicate the approach of the end of a profit- 
able flower-growing industry in southern France. Here 
we'will have an enactment of the same old drama. The 
ancient industry will decry the virtues of the new syn- 
thetic product. People for a time will be skeptical. But 
finally it will be disclosed that the perfumes made by 
chemists are even better than those made from the nat- 
ural flowers. It took quite a while to get the public 
to recognized the truth that the best and fastest dyes 
known are the synthetic ones. It may take just as long 
to get the average citizen to understand that natural 
perfumes not only are limited in number, but they can- 
not be standardized for the reason that the odor of the 
flowers changes with the variety of the seasons and the 
uncertainty of the harvest. 

On the other hand, synthetic perfumes are limitless in 
the number of new odors that can be produced. Their 
price will be much lower because the chemist can manu- 
facture as much perfume in a small factory with a few 
vats and stills as can be secured under the old process 
from a large acreage of growing plants. While the 
flower-growers of France will find their livelihood dis- 
appearing, in other parts of the world we will witness 
the birth of a new business with a new art. The produc- 
tion of perfumes with strange and fascinating odors will 
necessitate the development of a language to deal with 
these products. A new craft will arise entailing as much 
exercise of artistic genius in the blending of perfumes 
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ECAUSE of scientific exactness in con- 
struction and the perfection of com- 
bustion processes, the flame in a Dietz 

Cold Blast Lantern burns continuously full 
and white—not varying from bright to weak 
and smoky. Hence, these lanterns will shed an 
undiminished volume of light for hours on 
end—a light that defies storm and wind. 


You can, with confidence, recommend Dietz 
Cold Blast Lanterns as unequalled. for lighting 
power and world famous for dependability. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World—Founded 1840. 
Output Distributed Through the Jobbing Trade Only. 
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QUALITY ir2~ 


BOTTLE 
CAPS 


Theres a difference~ 


TWO SIZES 
ONE GROSS—1-3 GROSS 


Pyramid Bottle Caps—for discrim- 
inating buyers. he leader in the 
quality market. The only cap made 
with the Famous “‘Nepro” Cork Dise 
—the patented cushion seal. It is 
absolutely sterile and sanitary, made 
and packaged by automatic machin- 
ery, never touched by hand. 


Packed only in sealed packages (one 
gross and 1/3 gross) not sold in bulk. 
These popular packages, in exclusive 
design and brilliant colors, sell on 
sight. 





Quality in bottle caps is in two factors that 
cannot be seen, but are mighty important. 


The two big important factors are— 


SEALING and SANITATION 


A dependable seal depends on the cork dise—a 
disc that remains soft and pliable and does not 
harden with age and exposure. Hard cork will 
not seal. 


Most beverages have some chemical reaction 
and will take up germs from unclean caps. 


Bottle caps made by this company have the two 
vital qualities built into them at the factory— 
the original and largest plant in the world. 


A sample package of either brand will be mailed 
upon receipt of 10 cents in stamps to cover cost 
of mailing. 





TWO SIZES 
ONE GROSS—1-3 GROSS 


“Home Use” Brand is the leader in 
the low priced field, the best cap 
made for the money. 
Packed in attractive sealed cartons 
—clean and sanitary. 


Home Use Bottle Caps are supplied 
in sealed packages containing one 
gross and 1/3 gross, also in bulk 
4 packages containing 50, 100 and 200 





gross each. 








CROWN CORK & SEAL CO. 


The World’s Largest Bottle Cap Maker 
Baltimore, Maryland 


SEND SAMPLE PACKAGE 


HOME USE[]) PYRAMID (> 
Enclosed find 10c for each sample checked 
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as is now required of the painter who specializes in the 
combination of delicate colors. 

There is only disappointment ahead for people who 
believe we are approaching a business millennum jn 
which we will see the end of up and downs in our indus- 
trial life. Corporations can only go so far in their co- 
operative activities to make competition more intelligent 
and stabilize the price level. If the producer were the 
only party concerned, the remedy would be easy, but 
the consumer’s interest is paramount and must be pro- 
tected. 

We may permit the wide publication of essential busi- 
ness facts and figures respecting markets and produc- 
tion, but we cannot dispense with laws that prohibit 
concerted action to bring about uniformity of policy 
among competitors. Furthermore, there are many forces 
at work causing price fluctuations that are beyond human 
control. In great major industries like textiles, coal and 
agriculture, even if it were possible to bring about con- 
certed action by ten of thousands of producers, there 
would be no way to regulate such variable influences as 
those resulting from the weather. Consumption in doz- 
ens of lines will always vary with the mildness or severity 
of seasonal temperatures. A week of abnormal weather 
may destroy a crop. An insect invasion may result in 
such damage that the price of the product may be 
doubled. 

The yearly losses of our farm crops caused by insects 
now total more than a billion dollars. The total annual 
damage to trees, humans and domestic animals from 
insect-borne diseases is estimated to be nearly half as 
much. It is amazing, but true, that if a pair of insects 
destructive to plants should increase for three years with- 
out hindrance there would be around 6,000,000 of the 
pests in existence. 

The application of science to business is bringing about 
a continual betterment of practices. The adoption of 
standardization and simplification in manufacturing has 
effected a material decrease in production costs. The 
development and use of a uniform system of cost ac- 
counting by forward-looking corporations is promoting 
greater fairness in competition and assisting individual 
concerns to understand each other better when talking 
costs. 

The problem of seasonal variation has also been handled 


‘successfully by modern managements in a wide range 


of industries. Greater speed in transportation, improve- 
ments in refrigeration and modern developments in sci- 
entific canning and cold-pack methods all have tended to 
stabilize prices of milk, vegetables and fruits. Employ- 
ment of workmen in the building trades has been in- 
creased from 75 per cent to better than 90 per cent of 
the entire year. The automobile has become a year-round 
necessity instead of a summer luxury, as a result of 
remedies having been found for the difficulties of winter 
usage. The export market has proved a valuable outlet 
for excess production. The purchase of American auto- 
mobiles by foreigners the past year was equivalent to 
the sales in 20 states of this country. 

Ingenious advertising and sales plans have created a 
year-round market for ice cream and soft drinks. Re- 
duced prices have stimulated off-season sales. Night 
message rates have built up business for the telegraph 
and telephone companies. Coal dealers sell ice in the 
summer-time. Woolen companies are now making open- 
knitted jackets for wear in the warm months. A win- 
dow-screen manufacturer is making game boards for the 
Christmas trade. A producer of farm implements has 
started making sleds. A company making milk cans has 
added coal scuttles to its line, and one producing me- 
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chanical toys is filling in the dull months by manufac- 
turing electric fans. 

But notwithstanding all we are doing, there is not 
the slightest indication of an approaching time of busi- 
ness stabilization. Right now science and salesmanship 
are increasing rather than lessening the uncertainties that 
surround business. Industrial hazards and price fluctua- 
tions will continue because the greatest disclosures ot 
technical research are accidents and cannot be antici- 
pated. Liquid oxygen, Duco finish and hundreds of 
other amazing discoveries were the result of sheer 
chance. Insulin was given us through the accidental 
observation that the removal of the pancreas produced 
diabetes. 

There will be an end of price fluctuations and busi- 
ness upheavals when salesmen all die, invention ceases 
to function, new ideas disappear, science is buried, re- 
search is abandoned, competition gives way to monop- 
olies, the purchasing value of the dollar remains con- 
stant, and human nature has been brought to abhor 
speculation. Science found the world of business in 
darkness and has succeeded in letting in the light. It 
has substituted truth for deceit and given a moral con- 
sciousness to what was a thing of shame. But while the 
rewards for merit are greater than ever before, the 
perils of business will continue to multiply. 





This-appropriate window display, designed to stimulate the sale of 

uns and ammunition, was shown recently by the K. C. Roberts 

Hardware Co. of Oskaloosa, Iowa. This store, owned by J. C. Whit- 

More, succeeded in arranging an interest-arousing window through 

the use of a stuffed eagle, mounted horns, timely photographs and 
attractive dealer helps 





An indoor trademark 
for an outdoor product 











It is a pleasure to announce what we believe to be 


an innovation in trade-marking a product. The 
illustration shown above has been produced in 
nine colors on durable cards, one of which will be 
inserted in every roll of poultry netting. 


We believe that this painting has sufficient 
artistic merit to be kept by those receiving it; and 
once it is placed on the interior of the poultry 
house, barn, or farm office it will be a constant 
reminder that Superior Brand Poultry Netting 
was purchased. 


Superior Brand Netting is known among dealers 
everywhere because of its even mesh, straight sel- 
vage, and heavy galvanizing—the netting so easy 
to erect because it hangs from its selvage evenly 
like a curtain. This new advertising will make it 
better known to consumers. 





| G. F. Wright Steel & Wire Co. 


| 


| Worcester, Mass. 
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“GEM apsustasie 
a REGISTER 
SHIELDS 


Adjustable 
10 in. to 19 in. 


Chilled feet ii a person cold all over. “GEM” Ad- 
justable Register Shields deflect the heat down into 
the rooms instead of up at the ceiling. 
This keeps feet warm and saves fuel. 
This is a good talking point. 

Retail at: “GEM” Floor Shield, Black, $1.25; 
Ox. Cop., $1.50; “GEM” Wall Shield, Black, 
65c.; Ox. Cop., 75c. 


























make one of the 
Toughest Jobs—Easy! 


All 

P. » . > . 

eespcal That’s why professional oyster- 
it men PREFER them. The 
adage edges stand the gaff. The 
siier Shae blades stay set. There is a 
ciabeoetagea pattern to fit all demands on 
Crisfield 


the Atlantic and Pacific coasts. 


ORDER NOW! Illustrated Catalog 
on Request. 


ROBERT MURPHY’S 
COMPANY 
AYER, MASS. 
Est. 1850 
Also makers of Sloyd, Manual Train- 
ing, Shoe, Kitchen, Roofing, Paper 
Hangers’, etc., Knives 


SONS 








When Your Customers Ask for a File Sell Them the 


SWEDISH CIRCULAR CUT FILE. 





Made in Sweden—and fully guaranteed. 


Craftsmen all over the world have been using these files for 
generations. 
They are reliable, have endurance, uniformity of temper and 
hold their sharpness. ; 
Bastard Flexible Blades 
Smooth Tanged 
Circular Cut Half-Round 
We Carry a Full Line of Swedish Made Tools and 
Hardware. 

Order from your jobber today, or write 
SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. Seattle, Wash. 





Montreal, Can. 











Tools c= BOLT cure Tools 
Six < Three 
Sizes Cm Styles 


If you want Good Tools look for this Trade Mark. The 
tool steel Jaws are firmly clamped between steel Plates. Scien- 
tific Leverage allows tremendous cutting power without great 
muscular effort. Adjustment of cutting Jaws provided for 
by two Set Screws closely duplicated by other manufacturers. 
These Tools are Handy, Time Savers and Money Makers. 

If your Jobber cannot supply you, write us for Literature 
and Prices. 


CAROLUS MFG. CO. 


Sales Representatives——-Surpless, Dunn & Co. 
NEW YORK, CHICAGO 


Sterling, Ill. 











Coming Hardware 
Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CoNVEN- 
TION, Hotel Marion, Little Rock, sometime in May, 1929, 
L. P. Biggs, secretary, 815-816 Southern Trust Building, 
Little Rock. 

CALIFORNIA RETAIL HARDWARE & IMPLEMENT Assocta- 
TION CONVENTION, San Francisco, Feb. 12, 13, 14, 1929, 
LeRoy Smith, secretary, 112 Market Street, San Francisco, 

ConNEcTICUT HARDWARE ASSOCIATION CONVENTION, Feb- 
ruary, 1929. Place to be announced later. Henry S. Hitch- 
cock, Woodbury. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Blowing Rock, N. C., June 11, 12, 13, 1929. Head- 
quarters, Mayview Manor. Arthur R. Craig, secretary- 
treasurer, Charlotte, N. C. 

IDAHO RETAIL HARDWARE & IMPLEMENT DEALERS’ Asso- 
CIATION CONVENTION, Boise, Jan. 22, 23, 24, 1929. E. E. 
Lucas, secretary-treasurer, Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, IIl., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, III. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. Sheely, 
managing director, 911-913 Meyer-Kiser Bank Building, 
Indianapolis. 

Iowa RetAiL HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 

Kentucky HarpwarE & IMPLEMENT ASSOCIATION CON- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
22, 23, 24, 25, 1929. J. M. Stone, secretary, 202 Republic 
Building, Louisville. 

LouIsiANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 5, 6, 7, 8, 1929. Headquarters, 
Hotel Statler. Exhibit at Convention Hall. A. J. Scott, 
secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 19, 20, 21, 22, 1929. Place to be decided later. 
Chas. H. Casey, manager-treasurer, Nicollet at Twenty- 
fourth Street, Minneapolis. 

MississIpPI RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 

Missouri! Retail HARDWARE ASSOCIATION CONVENTION 
AND Exursition, Hotel Statler, St. Louis, Jan. 21, 22, 23, 
1929. F. X. Becherer, sec., 5106 No. Broadway, St. Louis. 

Montana IMPLEMENT & HarpWarE ASSOCIATION CON- 
VENTION, Bozeman, Feb. 4, 5, 6, 1929. A manufacturer's 
exhibit will also be held from Feb. 4 to 8, inclusive. A. C 
Talmage, secretary, Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT AsSSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 15, 16, and 17, 1929. 
Headquarters not yet selected, but in all probability will be 
the Cosmopolitan Hotel. W. W. McAllister, secretary- 
treasurer, P. O. Box 513, Boulder, Colo. 

NationaL House FurnisH1nc MaAnuracturers Asso 
CIATION CONVENTION, Stevens Hotel, Chicago, I!l., Jan. 14, 


15, 16, 17, 18, 19, 1929. Warren Edwards, secretary, 18? 
W. Madison Street, Chicago, II. 
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NaTIONAL RetariL HarDWaARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., sometime in June, 1929. Dates to be 
decided later. H. P. Sheets, managing director, 915-935 
Meyer-Kiser Bank Bldg., Indianapolis. 

NeprASKA ReTA1L HARDWARE ASSOCIATION CONVENTION, 
Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit at University Coliseum. 
Hotel headquarters will be announced later. George H. Deitz. 
secretary, 414-419 Little Building, Lincoln. 

New ENGLAND HARDWARE DEALERS’ ASSOCIATION CoN- 
yenTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 
1929. Geo. A. Fiel, secretary, 80 Federal Street, Boston, 9. 

New YorK STATE RETAIL HARDWARE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Rochester, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Powers Hotel. Exhibit at Edgerton Park. 
John B. Foley, sec., 412 City Bank Building, Syracuse. 

North Dakota Reta, HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 

Onto HARDWARE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Bldg., Dayton. 

OKLAHOMA HaRDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Jan. 29, 30, 31, 1929. Chas. L. Unger, secre- 
tary, 207-208 Bloomeld Building, Oklahoma City. 

Orecon ReTAIL HaArpwAaRE & IMPLEMENT DEALERS’ 


Association CoNVENTION, Portland, Feb. 5, 6, 7, 1929. E. 


E. Lucas, secretary-treasurer, Hutton Building, Spokane. 

Paciric NortHwestT HARDWARE & IMPLEMENT AssOo- 
CIATION CONVENTION, Spokane, Wash., Jan. 30, 31, Feb. 1, 
1929. E. E. Lucas, sec-treas., Hutton’ Building, Spokane. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, Can- 
yon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociATION, INc. CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. 
Sharon E. Jones, sec., 610 Wesley Building, Philadelphia. 

South Daxota Retart HarpWARE ASSOCIATION CoNn- 
VENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. H. Casey, 
manager, Nicollet at Twenty-fourth Street, Minneapolis. 

SouTHERN CALIFORNIA RETAIL HarpDWARE ASSOCIATION 
Convention, Los Angeles, Feb., 1929. Definite dates to 
be determined later. H. L. Boyd, secretary, 508 Spring 
Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION, composed of Alabama, Florida,. Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Bldg., Atlanta, Ga. 

Texas HARDWARE & IMPLEMENT ASSOCIATION CONVEN- 
TION AND EXHIBITION, Dallas, Jan. 22, 23, 24, 1929. Head- 
quarters, Baker Hotel. Dan Scoates, sec., College Station. 

Vircinta Reta, HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thos. 
B. Howell, secretary, 602 Broad Street, Richmond. 

West VircintA HarpwArE ASSOCIATION CONVENTION 
AND EXHIBITION, Fairmont, Jan. 22, 23, 24, 1929. James 
B. Carson, secretary, 315 Mutual Home Bldg., Dayton, O. 

Western Retait IMPLEMENT AND Harpware AssoctA- 
TION CONVENTION AND EXHIBITION, Kansas City, Mo., 
Jan. 15, 16, 17, 1929. Hotel President, general headquar- 
ters. Sessions will be held in Missouri Theater, and the 
Western Hardware Show will be held in Convention Hall. 
H. J. Hodge, secretary, Abilene, Kan. 

Wisconsin Retatt Harpware ASSOCIATION CONVEN- 
TION AND ExuiBiTIon, Auditorium, Milwaukee, Feb. 5, 6, 
7,8, 1929. P. J. Jacobs, secretary, Stevens Point. Exhibit 
Manager, George W. Kornely, 1476 Green Bay Avenue, 
Milwaukee. 
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Lafayette cor. Walker, N.Y. City 


New 14 Story 
Building 
LOFTS — OFFICES — STORES 
for Rent 
Light Manufacturing Permitted 


HOW window stores with mezzanines. Floors of 3600 sq. 
ft. each, 28 windows to a floor. Light on three sides. Will 
divide to suit. Passenger and freight elevators. Your neigh- 
bors will include Russell & Irwin, Stanley Company, Read- 
ing Hardware, Yale 
& Towne, E. Bommer, 
Richards & Wilcox, 
Chase Companies, 
Western Clock, Wil- 
busch & Hilger. 


Moderate Rentals 


IMMEDIATE 
OCCUPANCY 


Apply Superintendent on premises for space, or to 


Charles F. Noyes Company, Inc. 


225 Broadway AGENT Tel. John 4000 

















An Item for Christmas 


A beautiful, six jewel lever 

‘ movement watch, set in a compact 
18kT gold-plated or triple silver- 
plated lighter. Radium numerals on 


the dial. Popularly priced. 


Prices’ and descriptions on 45- other 
models will be sent upon request. 
All are guaranteed without time limit. 


Iustration Life Size 
Wholesale Price 86,00 
; complete 


4 


Nasco Sinver Co. 


~~ Ine. 


139 Fifth Avenue 
New York 


4 
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The old-fashioned caster is 
out-of-date. Dealers every- 
where are now selling 
*“*Acmes’’—the ball bearing 
casters. Sales are quick, 
profits generous and your 
customers are more _ than 
satisfied with their purchase. 





Hard Steel 
Stands Up 


The harder the quality of 
steel used in making nails 
the better they are+ + + and 
this fact accounts for the 
outstanding superiority of 
American Steel 8 Wire 
Company’s nails. 

Examine one of our nails. 
Note its clean, sharp point, 
the firm set head show- 
ing ample metal, the well 
punched barbing, the ac- 
curate gauge, and above all 
test that which does not 
appear at first glance—the 
great strength of the steel 
that holds straight in driv- 
ing according to the work 


for which intended. 
American Steel & Wire Co. 


SALES OFFICES 












Ball 
Bearing 
Casters 


When people ask for 
casters, show ‘em 
*‘Acmes.”” Just roll an 
“Acme” on the palm of 
your hand or on the counter. 
Prove how easily, quietly and 
smoothly it rolls: how it protects 
the floor covering and the floor itself. Not 
a scratch, not a mark, not a blemish. The 
ball-bearing action is as efficient as it is 
necessary. 


Build up Caster Sales with “‘Acmes’”’ 


Write us today for a sample, catalog and 
full particulars. Here’s a money-maker 
you can’t afford to overlook. 






















THE SCHATZ MANUFACTURING 









? 
CHICAGO - 208 So. La Salle Street SALT LAKECITY - Walker Bank Bldg. 
ELAN!) - Rockefeller Building NEW YORK - - 30 Church Street COMPANY 
CINCINNATI - "Union Trust ‘Bide. PITTSBURGH ~~~ 'Priek Bide: Poughk ; New York 
1 b - nion st ig. oe ig. 
ay ey oe beeps one! sali 
ants Nat’ z., St. Pau ee a ree! 
: ST. LOUIS - - - 506 Oilve Street WORCHSTER - - 94 Grove Street Agents: J. C. McCarty & Co., 253 Broadway, 
: KANSAS CITY - 417 Grand Avene BALTIMORE - 32 So. Charles St. N Y k . 
OKLAHOMA CITY BUFFALO - - 670 Ellicott Street ew York City 
4 First Nat'l Bank Bidg. WILKES-BARRE - Miners Bank Bldg. 
BIRMINGHAM - Brown-Marx Bidg. °SAN FRANCISCO - - Russ Bldg. 
MEMPHI *LOS ANGELES - 2087 EB. Slauson Ave. 
ND - - 6th & Adler Sts. 


8 
Union and Planters Bank Bldg. *POR 
DALLAS - - ~~ Praetorian Building “SEATTLE - 4th Ave. So. & Conn. Sts. 
DENVER - First National Bank Bidg. *United States Steel Products Co. 














